P&G Tops List of 100 
Advertisers; Spent 
$13,968,573 in 5 Media 


New York, Aug. 4—Procter & 
Hamble led all national adver- 
isers for the first six months of 
950 with an advertising invest- 
ent of $13,968,573, according to 
figures issued by Publishers In- 
prmation Bureau on the top 100 
dvertisers. 

The information is contained in 
National Investments in 1950, 
Mirst Six Months,” scheduled for 
elease Aug. 15, and is drawn 
om Leading National Adver- 
ser’s reports. The data was pub- 
shed for the first time last year. 
The book contains detailed ad- 
ertising expenditures for about 
500 advertisers who spent $20,- 
00 or more during the period in 
5 magazines, six farm magazines, 
ight Sunday newspaper maga- 
ine sections, four radio networks 
nd three television networks (Du 
ont was measured last year but 
ot this year). 

These are not “total” expend- 
ure figures, however, since all 
mther media are omitted. 


General Foods Corp., with an 
vestment of $9,043,931, pushed 
yeneral Motors Corp. (¢8,579,846) 


Advertising Age ‘ 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, lll., under the act of March 3, 1879. Copyright, 1950, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


Burnett Agency Hits $22,000,000 
_|in Billings on 15th Anniversary 


id Expenditures for 
Ist Six Months Listed 


out of second place this year. 
Lever Brothers Co., with $6,768,- 
550, continued in fourth position 
and General Mills, with $6,268,- 
007, moved into fifth place, mov- 
ing ahead of Colgate-Palmolive- 
Peet, Sterling Drug Inc. and Gen- 
eral Electric, which occupied fifth, 
sixth and seventh positions, re- 
spectively, last year. 

Investments in television ad- 
vertising increased spectacularly 
from 1949 to the first half of this 
year. Whereas Procter & Gamble 
spent $37,440 in TV during the 
first six months of 1949, the com- 
pany spent $151,755 in video dur- 
ing the same period this year. 


a General Motors boosted its tele- 
vision budget from $162,795 last 
year to $511,044 in 1950. Similarly, 
General Foods increased its bud- 
get from $128,710 in ’49 to $451,- 
406 this year, Lever Brothers 
boosted video advertising from 
$27,720 to $289,880 and General 
Mills, which did not spend money 
on measured network television 
last year, put $175,527 into network 
video during the first half of 1950. 

Of the first five, only General 
Mills increased its radio ad bud- 
get from 1949 to 1950. Procter & 
Gamble spent about $15,000 less 
on network radio in 1950 than it 
did last year; General Foods was 

(Continued on Page 54) 
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Magazine Ad Bureau 
‘Reluctantly’ Attacks 
BofA Advertising Claims 


New York, Aug. 3—Newspa- 
ers are not the No. 1 national 
dvertising medium—even if they 
link so. The newspaper adver- 
Sing totals are erroneous. The 
clusion of certain advertisers as 


In This Issue 


mRDGA Endorses Credit Controls 
ould Print Comics on Shopping Bags 
DO Union Workers Distribute Samples for 
Reynolds Metals 


eee eee ee eee eee eee eee 


r. Blandings’ Suffers as an Agency V. P. 38 
vertest Says NY Daytime TV Viewing ‘is 
ives tikes séenbaseese-e es 39 
x Month Dollar Figures on Farm Publication 
Advertising Released .................- 41 
inadian Bank Runs Short Stories as Ads, 
Without Commercial Pitch ...... ...... al 
W Orleans Store Attempts to Shoo Custom- 
its an cus eieWaekadie’ eked és 47 
lelsen Network Radio Listening Report . 49 
Adio Representatives See Record Spot Volume 
SN e505 <g:nok Ss piecteeseccs « 49 
188 Rheingold Hoopla for 1951 Gets Under 
SRS s os sadbebddbevca sl vende 50 
ite Controls Wo.'t Affect Major Media 52 
WA Mails Networks Copies of Report of 
Nighttime Rates and Makes Report Public . 55 


Features 


Market Place . 42 In Washi 
ing zee & Info for ie: a 
Corner Obituaries .... 


at 


agazines Claim National Ad Lead; 
Scoff at Newspaper Volume Figures 


“national” advertisers is dubious. 

These are the highlights of a 
counter attack by the Magazine 
Advertising Bureau on the Bureau 
of Advertising’s reiterated claim 
that newspapers have regained the 
top position in the national ad- 
vertising media race. 

Hedged with polite disavowals 
(“regrets that it feels compelled 
to take issue with the recently 
widely-circulated claims’), re- 
luctantly phrased (“statistical con- 
troversies are always distasteful 
and often harmful... to all media 
statistics”), and stoutly objective 
(“all major media are good adver- 


1| tising vehicles”), the MAB’s state- 


ment was nevertheless a blister- 
ing. criticism of the ANPA Bu- 
reau’s data. 


a Says MAB: 

1. In 1949, for the twelfth con- 
secutive year, magazines carried 
a greater dollar volume of nation- 
al advertising than any other me- 
dium. 

2. Last year, for the twelfth con- 
secutive year, more national ad- 
vertisers used magazines than any 
other medium. 

3. Last year, more national ad- 
vertisers used magazines on an ex- 


51/ clusive basis, without using any 
19 | other medium, than was the num- 


ber so using newspapers, network 
(Continued on Page 33) 


NEW! THE FIRST pe 


READY LATHERED 4 
‘SHAMPOO se 


: A a 


NEW—Helene Curtis Industries, Chicago, 
is running this page and 1,000-line ads in 
newspapers of 60 cities to introduce 
pressurized Shampoo Whip (AA, July 31). 
Gordon Best Co., Chicago, is the agency. 


ANPA Collates 
Legal Views on 
Ad Acceptance 


New York, Aug. 3—Because an 
increasing number of advertisers 
and agencies who have had adver- 
tising rejected are seeking legal 
remedy, the American Newspaper 
Publishers Assn. last week sum- 
marized for its members existing 
legal views on advertising, and a 
newspaper’s right to take or reject 
it. Briefly: 

1. A newspaper may accept or 
reject advertising. 

2. A newspaper may not agree 
with one advertiser to reject an- 
other advertiser without running 
the risk of being proceeded against 
under anti-trust laws or various 
unfair competition laws. 


(Continued on Page 8) 


-||Congress Moves 
Slowly on New 
Control Plans 


Pattern of Controls 
Takes Shape Despite 
Debate Over Methods 


WasuincTon, Aug. 3—Industrial 
mobilization is marking time, 
while Congress haggles over the 
wording of legislation controlling 
production, prices and wages. 

The Department of Commerce, 
which expects to control raw ma- 
terials, and production, is thumb- 
ing through lists of prospects for 
its industry advisory committees. 

Preliminary contacts are being 
made, but the committees them- 
selves cannot meet until Congress 
acts on legislation assuring an 
anti-trust waiver. 


a It is still too soon to know what 
mobilization will mean to the con- 
sumer goods boom, but it is ap- 
parent that: 

1. There will have to be cut- 
backs. 

2. There will continue to be a 
respectable amount of consumer 
goods production. 

Translated into basic materials, 
the military programs will require 
about 10% of the nation’s steel and 
probably 20% of its aluminum and 
copper. 

(Continued on Page 52) 


Last Minute News Flashes 


Bureau of Advertising to Answer MAB Statement 


New York, Aug. 4—William G. Bell, director of research, Bureau of 
Advertising, ANPA, issued a statement late today saying, “we have 
not seen NAB’s full statement and are, therefore, unable to make a 
detailed reply to its charges at the moment. What we have heard 
about it seems to indicate that it is a replay on a weary old theme— 
one that should have been laid to rest long ago.” Bell said the Bureau 
reply would be forthcoming after MAB’s “manifesto” had been studied. 
(The reference was to the statement, by the Magazine Advertising 
Bureau, reported in the adjoining column, to the effect that magazines 
are still the leading national ad medium.) 


Wilbert Introduces New Auto Wax in Eastern Papers 

New York, Aug. 4—Wilbert Products Co. is introducing its new 
liquid Autoplate wax coating, which sells at 79¢ in pint cans, with 
an intensive month’s campaign in 10 newspapers in eight eastern 
cities. The product is fair traded and is being offered with a money- 
back guarantee. Introductory advertising started in grocery trade 
publications, and 291-line and 68-line ads are being used twice a 
week in the following newspapers: New York News, Journal-American 
and Post; Newark News, Philadelphia Bulletin; Boston Record-Amer- 


ican and Herald-Traveler; Hartford Times; 


Providence Bulletin; 


Springfield Union and News; and the Evening Express and Press- 
Herald, Portland, Me. Chas. W. Hoyt Co. is the agency. 


Armour & Co. Buys 15-Minute Daytime Show on NBC 


Cuicaco, Aug. 4—Armour & Co. has signed for the 11:15-11:30 a.m. 
(CDT) time spot over the full National Broadcasting Co. AM net for 
a five-a-week show not yet selected. Dial soap, Chiffon flakes and 
other products will be promoted. The morning time spot is for Mid- 
west, Mountain and Pacific areas, and the program will be repeated at 
1:15-1:30 p. m. for the East Coast. Foote, Cone & Belding is the agency. 


(Additional News Flashes on Page 53) 
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By S. R. BERNSTEIN 


Cuicaco, Aug. 4—A trifle shame- 
facedly, Leo Burnett will tell you 
that when as advertising manager 
of the new LaFayette Motors Co. 
after the first World War, he had 
to pick an advertising agency, he 
didn’t tackle the job very scientif- 
ically. 

“What I did,” he says, “was to 
go through about six months’ is- 
sues of The Saturday Evening Post. 
I picked eut all the ads I liked, 
then found out which agencies did 
them.” 

What Burnett did not add is that 
a good many advertisers are still 
picking agencies in the same “un- 
scientific’ way—a circumstance 
which largely explains why Leo 
Burnett Company Inc. will cele- 
brate its 15th anniversary tomor- 
row with 21 clients representing 
more than $22,000,000 in annual 
billings. It is the largest “Chicago” 
agency, junior in billings only to 
the Chicago offices of J. Walter 
Thompson Co. and Foote, Cone & 
Belding. 

Burnett gives major credit for 
this progress to the able (and for 
the most part, taller and handsom- 
er) men with whom he has sur- 
rounded himself. 


ws When Leo Burnett left Erwin, 
Wasey & Co. as vice-president and 
creative director of the Chicago 
office to found Leo Burnett Com- 
pany on Aug. 5, 1935, eight peo- 
ple and three accounts—Minnesota 
Valley Canning Co., Hoover Co. 
and Realsilk Co.—followed him. 
The first year’s billings were a 
Satisfactory $900,000. 

By 1940 billings of the company 
were slightly over $3,000,000, in- 
dicating a healthy, but not spec- 
tacular rise. Five years later—in 
1945—they reached $7,366,000, and 
in the last five years, and particu- 
larly in the last year and a half, 
the agency has really “gone to 
town,” with current volume, as 
indicated, over $22,000,000. "The 
original staff of eight has grown 
to 280. 

Since last fall, Leo Burnett Co. 
has acquired the accounts of The 
Tea Council, three products of 
Kellogg Co., Bauer & Black, Mars 
Candy and an assignment from 
Procter & Gamble. All of Pills- 
bury Mills consumer goods busi- 
ness, of which it had previously 
had a portion, was given to the 
agency a year ago. 


# Burnett, in his middle 50s and 
looking younger, is living proof 
that “The Hucksters” is a fraud 
on the advertising business. 

A smallish, undistinguished 
looking man who might be a bank 
teller, a government employe or a 
small storekeeper, the extent of 
his “artistic temperament” seems 
to consist of raising his extremely 
quiet, diffident voice to a point 
where it can be heard 15’ away; 
normally, one has to listen fairly 
intently to hear him across his 
desk. 

His own office is unpretentious 


(Continued on Page 26) 
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McBurney Denies Station Protests Were 
Real Reason for Dropping TV Discussion 


Cuicaco, Aug. 2—“The real 
reason for the substitution of ‘The 
Korean Crisis’ for ‘The Impact of 
Television’ as the subject for the 
Northwestern University Review- 
ing Stand on Sunday, Aug. 6, was 
the importance of Korea at the 
present time,” according to Dean 
James H. McBurney of the School 
of Speech and moderator of the 
Mutual network program. 

Reports attributing the shift to 
protest by Mutual stations and of- 
ficials that the discussion of TV is 
contrary to the interests of radio 
programs were exaggerated, he in- 
dicated. 


a “The fact is,” Dean McBurney 
told AA, “Mutual officials did raise 
the question [of the timeliness of a 
discussion on video] with us, but 
no attempt was made to curtail us 
nor to exert pressure.” 

And he added that the Reviewing 


Stand decided to switch topics 
primarily because “the subject of 
Korea obviously is uppermost in 
people’s minds at the present time.” 

In New York, Mutual officials 
admitted that they had asked the 
“Reviewing Stand” to cancel the 
television discussion “because of 
the lack of full representation of 
radio authority on the show” and 
said that “when such were not 
available, the ‘Reviewing Stand’ 
was asked to withdraw the dis- 
cussion.” 

The panel originally scheduled 
to discuss the impact of TV includ- 
ed John S. Meck, president of 
John Meck Industries and of Scott 
Radio Laboratories; Carl J. Mey- 
ers, director of engineering of 
WGN and WGN-TV; Prof. Paul A. 
Witty of Northwestern University; 
Robert A. Kubicek, editor of TV 
Forecast, and Dean McBurney, 
program moderator. 


Sun Oil Co. Sponsors 
Fall Football Series 


Sun Oil Co., Philadelphia, will 
sponsor a new sports series titled 
“New York Football Giants. Hud- 
dle” over WJZ-TV, New York, as 
a weekly feature starting Sept. 15. 
The program will be telecast every 
Friday from 8:30-9 p.m., EDT, and 
will include interviews with pro- 
fessional players on the Giants’ 
team and film sequences from pre- 
ceding games. 

The fall television schedule of 
the company also calls for spon- 
sorship of 15 National League 
championship baseball games 
starting Sept. 16. The account is 
handled by Hewitt, Ogilvy, Ben- 
son & Mather, New York. 


American M & F to Wittner 

American Machine & Foundry 
Co., New York, has appointed Fred 
Wittner Advertising, New York, 
for advertising of its stitching 
machine division. Test campaigns 
are being undertaken before plan- 
ning an advertising campaign for 
the fall. 


Five years before the booming of 
cannons on Fort Sumter proclaimed 
the outbreak of the Civil War, the 
Albany Times-Union was being pub- 
lished . . . the exact date, April 21, 
1856. 


Through good times and bad, through 
prosperity and depression, The Times- 
Union has weathered every storm, 
overcome every obstacle, and today 
enjoys the distinction of having the 
largest daily and Sunday circulation 
in that vast area between New York 
City and Montreal on the north, and 
between Hartford on the east and 
Syracuse on the west. 


The new Albany Times-Union build- 
ing provides 72,000 square feet of 


working space with press capacity 
increased by more than 70%, turn- 
ing out 32,000 finished papers per 
hour. All that mechanical genius and 


technical science is able to provide 


has been utilized in the mechanical 
departments. Modern conveniences 
and comforts for employees are part 
and parcel of this great new building. 


With these improvements, with all 
of the added facilities and room for 
further expansion, the Albany Times- 
Union is set to grow with a growing 
Albany Market . . . to provide an 
ever increasing number of families 
with their favorite newspaper, and 
the advertiser with a practical, us- 
able sales tool in cultivating the pa- 
tronage of those families. 


* 


ALBANY TIMES-UNION Represented Nationally by HEARST ADVERTISING SERVICE 


New Halftone Color 
Letterpress Plates 
Cut Time and Costs 


MILWAUKEE, Aug. 3—Cochrane 
Corp. has announced a new meth- 
od of making halftone color print- 
ing plates for letterpress use 
which, it claims, is faster, less ex- 
pensive and requires less equip- 
ment than current methods. 

The process was developed by 
the late Joseph T. Cochrane of 
Lake Forest, Ill., after 14 years of 
experimental work and an invest- 
ment of almost $200,000. 

The Cochrane method is photo- 
graphic throughout and the half- 
tone plates can be made in any 
screen ruling, from very fine to 
very coarse. The process eliminates 
the under-etched dot, and depth 
up to .007 in coarse screen has 
been obtained, it is asserted. 


# According to the company, de- 
velopment of the method makes it 
possible for newspapers to use 
finest screen reproductions satis- 
factorily. Plates also may be mold- 
ed or matted. 

Because of limited facilities, the 
Cochrane Corp. at the present time 
is only making plates up to 8x10” 
in size, although larger plates will 
be made when facilities are in- 
creased. In addition, the company 
has experimented with the plates 
in the gravure field with, it says, 
“interesting results.” 


Texsun to Resume Ad Drive 


Texsun Citrus Exchange, Wes- 
laco, Tex., soon will resume an ad- 
vertising program discontinued in 
January, 1949, following a dis- 
astrous freeze. It was said that the 
effects of the freeze are still felt 
in this season’s short crop but ad- 
vertising will be continued to keep 
Texsun well established with both 
consumer and retail outlets. No 
agency has been named to handle 
the campaign, but plans are to ap- 
point one within the next two 
months, according to Lorne 
Hamme, general manager. 


Neal Phillips Buys Weekly 


Neal W. Phillips, formerly busi- 
ness manager of T.me, Green- 
wich, Conn., has bought the Mere- 
dith News, a weekly in Meredith, 
N. H. Mr. Phillips will devote full 
time to the weekly. 


Advertising Age, August 7,19} 


Public Thinks 
Business System 
Needs Better PR 


New York, Aug. 3—A nation. 
wide Psychological Barometer gyp. 
vey indicates that the public thinks 
the American business system 
needs better explaining. 

Of 2,500 persons interviewed jp 
129 cities and towns, only about 
half thought the schools, govern. 
ment, employers and unions age 
doing a good job of explaining 
business. 

Only 11% thought the govern. 
ment was doing a good job, while 
26% thought the schools were do. 
ing well. Another 11% said em. 
ployers were doing well and 9% 
said unions were explaining the 
system satisfactorily. 

At the same time, 41% of the 
interviewees said the schools 
should be doing the best iob of ex. 
plaining business, and 40% said 
the government should. 

The survey was conducted by 
the Psychological Corp. here. The 
Psychological Barometer is an ur- 
ban survey of public opinion and 
buying habits started in 1932 by 
Dr. Henry C. Link. 


New Publishing Company 
Takes Over Canadian Paper 


Prince Albert Publishers Ltd., a 
newly formed company, has pur 
chased the Daily Herald newspa- 
per plant and Commercial Printing 
Co. in Prince Albert, Sask. These 
companies have been controlled by 
W. L. Davis since 1928. Ben Floyd 
has taken over the management of 
the Herald, which will be operated 
in association with the Thomson 
dailies. 

President of the new company 
is Allan Holmes, publisher of the 
Reporter, Galt, Ont. He also is 
president of Moose Jaw Times- 
Herald Ltd. From 1911 to 1922, 
Mr. Holmes was a co-publisher of 
the Prince Albert Herald. 


Ptaelzer Appoints Ebersold 

A coordinated program of ad- 
vertising and sales promotion has 
been inaugurated by Pfaelzer Bros. 
Inc., through Fred H. Ebersold Ine, 
Chicago agency. The new cam- 
paign features Pfaelzer’s person- 
alized service in meats, poultry 
and provisions to hotels, restau- 
rants and institutions throughout 
the country. 


* According to latest sales figures . . . 
Almost everything sells better in the 


Growing Greensboro Market 


EXCEPTION: 


Klipp’s Klothespins 

BUT YOU CAN SELL MORE 
home furnishings, and appli- 
ances in this able-to-buy mar- 
ket—where 1/4 of the state’s 
manufacturing and 1/8 of 
the state’s agriculture is lo- 
cated! . teady high in- 
comes assure high sales ac- 
tivities here! 


*Sales Management Figures 


EXCEPTION: 


, 

Perk’s Pomegranates 
BUT-YOU CAN SELL MORE 
food — where 1/5 of North 
Carolina’s total retail sales 
are made — and where the 
GREENSBORO NEWS and 
RECORD’S 92,000 daily circu- 
lation provides 70% family 
coverage of this able-to-buy 
market! 


Greensboro 


News and Record 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, 


Inc. 
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In good Comics 
Magazines, adventure, 
and action and mystery 
dramatize a wealth 


of information... 


condition young 
minds far beyond the 
range of conventional 
text books .. . increase 
their understanding 
of science, people, 
literature, history, 
politics... help give 
juniors 1.0. a hypo, 
and add another 
dimension to his 


education. 


ational 
Comics P 


Orouy 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Sanders Display Co. 
Continues Operating 
Despite Fire Loss 


Cuicaco, Aug. 3—The four-story 
building housing Sanders Display 


ADVERTISING 


PLANS &COPY 


113 WEST 57 9 STREET 
NEW YORK I 
PL7-6616 


Co., largest window display instal- 
lation service in the city, at 26 W. 
Kinzie St., was swept by fire Mon- 
day night. 

However, on Tuesday, the com- 
pany moved to temporary quarters 
at 21 W. Illinois St. and has contin- 
ued operations on a somewhat re- 
stricted basis, though without in- 
terruption. 

John Sanders, head of the com- 
pany, told AA that plans for re- 
modeling the original building al- 
ready are being made, and that he 
hopes to have the work finished 
in about 60 days. 


WFIL-TV Increases Rates 


WFIL-TV, Philadelphia, has 
announced a 50% increase in the 
cost of spot announcements. One- 
minute spots under Class A time 
have been raised from $100 to 
$150; Class B time, from $80 to 
$112.30. In addition, the new rate 
card, No. 7, eliminates the special 
film rate—all time is figured the 
same. Elimination of a special film 
rate is due to the fact that many 
film programs outdrew live shows. 


NRDGA Endorses 
Consumer Credit 
Controls for US 


New York, Aug. 4—Endorse- 
ment of consumer credit controls 
as an effective way of cutting on- 
sumer demand for products made 
of materials needed for military 
expansion was made yesterday by 
the emergency government con- 
trols committee of the National 
Retail Dry Goods Assn. 

Further study of the need for 
such controls was recommended, 
and the government was urged to 
consult with retail trade repre- 
sentatives before undertaking leg- 
islation. 

Credit controls, in the opinion of 
the committee, should be confined 
to installment selling in line with 
Regulation W, as amended Sept. 


20, 1948. Exemption of single item 
sales of $100 or less was recom- 
mended. 


ws The committee also offered sug- 
gestions for the form of price con- 
trols, manpower controls and 
materials controls in the event that 
stepped-up mobilization makes 
these measures necessary. 

In the field of price controls, 
the association endorsed the MPR 
580 principle, freezing the in- 
dividual retailer’s markup per 
cent by item and by cost range. 
Price controls, the committee said, 
should be accompanied simulta- 
neously by wage, salary, produc- 
tion and manpower controls. 

Wage controls, it holds, should 
be frozen at current levels or rate 
ranges by existing job classifica- 
tions, with employers being per- 
mitted to make individual wage 
increases within established rate 
ranges. 

Manpower controls, the com- 
mittee suggested, should include 
the extension of the general work- 


INSTITUTIONS..FIELD 


MASS 


FEEDING AND | 


MASS HOUSING... 


F you are seeking a market of large proportions that has 

proven consistently stable through all eventualities, that 

market is the field served by INSTITUTIONS MAGAZINE 
and INSTITUTIONS CATALOG DIRECTORY. 

Here is a market that is both large in numbers and large 

in stature. It is a market of genuinely large consumers that 


not only offers you unlim 
is rapidly growing larger. 


ited sales opportunities now, but 


If your product has an application of any kind to this 
mass feeding, mass housing field, you will recognize in each 


type of institution listed 
for this product. 


Housing Authority 


© Utilities 
© Industrial Feeding 
© Hospitals 


Veterans Admini: ati 


° lums, Municipal and 
Site Institutions 


below a large potential prospect 


7 ———- bony be * Hotels 

uartermasters 
Naval Supply De © Restaurants and Cafeterias 
a Fores cilities * Schools 

pyards * Colleges and Universities 
Ordnance Depots * Jobbers, Dealers and 
Coast Guard Distributors 
Atomic Energy Commission 
U. S. Maritime Commission * Steamship Lines and 
Arsenals Shipyards 
Armories © Railway Systems 
Federal Works A . Aidines sc 


sam © Office and Public Buildings 


© City and Country Clubs 

© Architects, Engineers, 
Decorators and Designers 

© Other Institutions 


The above list is constantly expanding. As the need arises, additional 
classifications will be added. 


© YMCA's, YWCA's and YMHA's 


KET! 


Note especially that, in addition to commercial and ci- 
vilian institutions, the procurement offices of virtually all 
types of government institutions and agencies are included. 

Without question your most direct approach to this mar- 
ket is through the advertising pages of INSTITUTIONS 
MAGAZINE and INSTITUTIONS CATALOG DIRECTORY. 
Only through these two publications can you reach... most 
effectively and economically . . . the principal buying and 
specifying personnel in these various institutions. 

If you are not already familiar with these publications 
and how they can assist you in your marketing problems. 


write direct or... 


CONSULT YOUR 


CATALOG DIRECTORY | 


Yq 


LIS LYE A Apverrisinc AGENCY 


INSTITUTIONS MAGAZINE and INSTITUTIONS CATALOG DIREC- 


TORY reach the key buying and specifying factors in the following in- 
: The institutions Frald: 


stitutions which make up 


Advertising Age, August '7,' 19) 


week to 48 hours at straight time 
hourly rates before the applica. 
tion of overtime pay. Retail work. 
ers with essential skills, such a 
electricians, engineers, maintep. 
ance workers, etc., the committe 
urged, should be given preferep. 
tial rating to the extent of th 
minimum number required to ip. 
sure public safety. 


# On materials controls, the com. 
mittee recommended the cop. 
trolled materials plan of Worg 
War II, which involved the actug} 
planning of military needs on , 
unit basis. As a further contro) 
the utility items into which scarce 
materials are channeled should be 
produced in a limited assortmen; 
of styles, colors, etc. This restric. 
tion, the committee points out 
would discourage unnecessary pur. 
chasing and help to avoid ration. 
ing. 

In addition, the committee ep. 
dorsed the application of curbs 
on residential housing construc. 
tion, and suggested legal reexam. 
ination of certain sections of the 
Defense Production Act of 1950, 
which, it said, might be construed 
as allowing a governmental agen- 
cy to seize industrial plants with 
no provision for their possible re- 
turn to private ownership. 

Lack of progress on a national 
civilian defense program was crit- 
icized by the retail group, which 
urged nationally uniform regula- 
tions for warning signals, meth- 
ods of preparation and evacua- 
tion, and the creation by the fed- 
eral government of a training pro- 
gram for personnel to direct the 
program locally. 


Jenkins Opens Own Agency 
in Minneapolis 


Raymond C. Jenkins, former ex- 
ecutive vice-president of Erwin, 
Wasey & Coa.,, 
Minneapolis, has 
opened his own 
agency, Ray Jen- 
kins & Associates, 
with offices at 
1240 Builders 
Exchange Bldg., 
Minneapolis. 

Officers of the 
new company are 
Mr. Jenkins, 
president and 
treasurer; Adele 
D. Jenkins, sec- 
tary; Harold Anderson, vice-pres- 
ident; Robert C. Danielson, exe- 
cutive vice-president; Pat Madden, 
radio director, and William H 
Glaefke, production manager. 


R. C. Jenkins 


Barrett Switches Agency 


General Shoe Corp., Nashville 
Tenn., has announced that Ander- 
son, Davis & Platte, New York, 
will handle the advertising of its 
Barrett Shoe Co. division, maker 
of Twenty Ones shoes for women. 
The account was formerly with Ab- 
bott Kimball Co. The new agency 
has planned a national retail pro 
motion campaign in newspapers 
and magazines for Barrett and the 
Edgewood Shoe Co. division of the 
General Shoe Corp., recently al- 
nounced as going to this agency. 


Names Michener & Holland 


Yarnall-Waring Co., Philadel 
phia, manufacturer of Yarway 
steam plan equipment, has nameé 
Michener & Holland, Philadelphia, 
to handle its advertising. Trade 
publications, direct mail, dealét 
promotions, trade shows and m0 
tion pictures will be used. 


A GR Es 


RIGHT IN YOUR OWN BACKYARD 
There’s untold wealth at yer elbow! 
15 million Negroes spend 10 billio® 
dollars a year on every type product 
Reach this big buying public throug! 
the Negro press. For information writt 
In nited Newspapers, Inc., * 
Fifth Avenue, N. Y., serving America! 
leading advertisers over a decade. 
NOTE: We now have facts compiled by tM 
# Research Co. of America on brand 
penny of Negroes from coast to 
rite now for this free information. 
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Based on today’s selling conditions . 


at the critical retail level 


The Chicago Tribune 


SELLING at the retail level today is 
creating new, difficult conditions 
for the manufacturer. With little 
personal selling in the stores and 
an accelerated trend towards self- 
service, retailers are not interested 
in stocking brands their customers 
are not interested in buying. The 
critical stage of selling has moved 
out of the store and into the home. 

To meet the situation the Chi- 
cago Tribune has developed a 
sound procedure that can build an 
impressive consumer franchise for 
your brand. It can give you an im- 
portant share of day-to-day buy- 
ing by consumers, relatively un- 
disturbed by competition, that 
breaks through the apathy or re- 
sistance of retailers. Because the 


plan meets the retailers’ cost- 
heightened need for greater store 
volume and faster turnover, it gets 
their support in larger inventories 
and better store display. 

Based on retail selling, the plan 
works at the retail level. It is inte- 
grated with consumer habits and 
retail thinking. It gives you the 
benefit of the retailers’ own pro- 
motion. It gets more efficiency 
from your own sales staff. 

Proved in Chicago, the plan also 
can be employed in other markets. 
It works in the big unit field as 
well as in packaged goods lines. 
Because it is effective in building 
a measurable consumer franchise, 


it gives significant value to any 


Consumer-Franchise Plan! 


dealer-franchise plan you may 
have. 

Here is the kind of a program 
that makes sense to executives 
who bear the responsibility of get- 
ting immediate sales and those 
concerned with long-term consid- 
erations of continued company 
growth and earnings. 

If you want high annual volume 
and a greater share of the business 
out, you will want to get the de- 
tails of this consumer-franchise 
plan. A Tribune salesman will be 
glad to tell you how you can use 
it in your operations to get more 
sales and a stronger market posi- 
tion. Ask him to call. Do it now 
while the matter is fresh in your 


mind. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 1333 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 E. 42nd St., New York City 17; 
W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4; 


also 1127 Wilshire Blvd., Los Angeles 17 
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Appoints Alan Hausman 

Alan L. Hausman, formerly with 
Scheck Advertising Agency, New- 
ark, has joined Franklin, Bertin 
& Tragerman, New York, as ac- 
count executive. 


LeVally Gets Cheese Account 
LeVally Inc., Chicago, has been 
appointed to handle all consumer 
and trade advertising for Snappy 
Cheese Co., Denmark, Wis. 


KTLA Appoints Raymer Co. 


KTLA, Paramount’s television 
station in Los Angeles, has ap- 
pointed Paul H. Raymer Co. as its 
national sale representative. Cris 
Rashbaum will continue as KTLA’s 
New York sales representative, 
and the Los Angeles and San 
Francisco markets will continue 
to be covered by the station’s home 
office staff headed by Harry Y. 
Maynard, sales manager. 


If you make any of these products — 


Lubrication Engineering 


can sell them for you ¢ write FOR FACTS 


343 S. DEARBORN ST. CHICAGO 4, ILL. 
The ouly Publication Devoted Exclusively to Lubrication 


Ramey Joins Murray Corp. 

Murray Corp. of America, Scran- 
ton, Pa., has appointed Sherman 
T. Ramey, previously director of 
promotion for American Bakers 
Assn., as a member of the adver- 
tising department. Mr. Ramey will 
be responsible for cooperative ad- 
vertising and for distribution of 
promotional sales material for the 
wT appliance and plumbing 
ines. 


Milk Campaign Names Ellis 

The “Milk for Health” campaign 
of western New York has appoint- 
ed Ellis Advertising Co., Buffalo, 
to direct its advertising. Radio, 
a and television will be 
used. 


Disque Joins LeStrange 

Robert Disque, formerly with 
Farm & Ranch with Southern 
Agriculturist, has joined Austin 
LeStrange Co., New York, pub- 
lishers’ representative. 


WOR Study Shows 
Gain in Daytime 
Radio Listening 


New York, Aug. 2—WOR has 
released a radio audience study 
which evaluates gains for metro- 
politan New York listening at 
13.4% for daytime audience during 
the first half of 1950. The report 
showed a drop in evening audience 
amounting to 0.7% below the com- 
parable period for last year. 

WOR set the average gain for 
the 6 a.m. to midnight listening 
period at 7.3% in the metropolitan 
area. 

In compiling the information, 
Robert Hoffman, WOR research 
director, considered the number of 
sets being used and the number 
of radio families. Radio families 
have increased by 3.1% in New 


herald is a court official 


You can look it up. With a lower-case initial, herald 
means a medieval announcer, a custodian of genealo- 
gies, and even a red-breasted merganser. With a capital 
initial, Herald is the name of a newspaper. 


It’s the same with Coke, 


the friendly abbreviation for 


: Coca-Cola. It has an altogether different meaning when 


spelled with a lower-case 


“c.” That’s why we keep 


asking that it be written or printed with a capital 
initial whenever it is mentioned in the public press. 


And there’s another reason. Both Coke and Coca-Cola 
are registered trade-marks, and good practice requires 
that owners of trade-marks must protect them dili- 


- 


a 


gently. The capital initial on the names of our product 
is as important to us as capitalizing the first letter of 


your publication is to you. 


Ask for it either way 
... both trade-marks 
mean the same thing. 


TRADE MARK 


Advertising Age, August 7,: 


York since 1949, according to 
study. 


s “This means that, if sets-in. 
had remained unchanged betwee 
49 and °’50, the radio audien. 
would still have shown a norm 
growth of 3.1%,” Mr. Hoffman ey 
plained. “There is a general teng 
ency to overlook this growth ; 
radio families and to think of ]j 
tening in terms of ratings alone 

Daytime sets-in-use were cop 
pared to last year, with averag 
quarter-hour figures at 21.3 & 
this year and 19.3 for 1949. Frop 
noon to 6 p.m., radios receiviy 
broadcasts averaged 25 for 1g 
against 22.6 for 1949. The com 
bined total of daytime sets in 
and the growth of radio familie 
gives a daytime audience gain ¢ 
13.4%. 

According to the report, 
hours from 6 p. m. to midnight th 
year indicate a drop in sets-in-uy 
from 30 to 28.9. The increase jy 
number of radio families partially 
compensates for this drop, how. 
ever, to produce a nighttime audj- 
ence only 0.7% below 1949. 

WOR estimated its own audieng 
gain at 6.4% on weekday mon. 
ings, 7.2% on weekday afternoons 
and 8.6% in the early evening 
Sunday through Saturday. 

The WOR research department 
projected Pulse sets-in-use ani 
rating data against the estimate; 
number of radio families in th 
ten-county Pulse area to make 
audience comparisons. The num- 
ber of families in 1949 was take 
from Broadcast Measurement By- 
reau figures. To get the 1950 tota 
the per cent of radio families in 
the ten-county area in 1949, ac. 
cording to BMB figures, was ap- 
plied against the Sales Manage- 
ment estimate of total families this 
year in those counties. 

There were 3,129,690 radio fam- 
ilies in the Pulse area on Jan. |, 
1949, and 3,225,350 on Jan. 1, 1950, 
according to the report. 


Kellogg Readies Program 
Featuring Space Cadets 


Kellogg Co., Battle Creek, Mich, 
will sponsor a new television show 
over the Columbia Broadcasting 
System called “Space Cadet.” The 
show is scheduled for fall pro 
duction, but no date for the firs 
telecast has been set. 

Rockhill Radio & Television Pro 
ductions recently negotiated with 
Robert Heinlein, author of “Space 
Cadet,” for the adaptation of the 
book for the television show. The 
agreement gives Rockhill Pro 
ductions exclusive television right 
to the title and content of the 
book. Kenyon & Eckhardt, New 
York, is handling this advertising 
for the Kellogg Co. 


Morris Joins Weintraub 


John Barton Morris, nationd 
sales manager for Helbros Watch 
Co. since 1946, has joined the ex 
ecutive staff of William H. Wein 
traub & Co., New York. Before the 
war Mr. Morris was in charge @ 
the national sales force of Eagle 
Pencil Co. 


Wilbur Adds Radio-TV Unit 


William Wilbur Advertising 
New York, has organized a nev 
radio and television department 
Paul Kasander, formerly presides! 
of National Radio Productions, has 
bom, named head of the depart 
ment. 


Did Profitable Hobbie! 
PAY FOR YOU? 


The answer is “Yes"} 
you were among the? 
mail order advertise 
who ran keyed copy! 
July Profitable Hobbie 
It’s high time you ® 
covered this profit p 
ducing mail order ™ 
azine! 100,000 ABE 
Write for sample co? 


PROFITABLE HOBBIE) 


728 Hobbies Building, Kansas City 16 


Profitable 2st 
HOBBIES 


Results. 
**The largest 
amount ef in- 
quiries ever 
received from 
any magazine.”’ 
, Frank Linker 

Pennsylvania 
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AVAILABLE NOW — NEW READERSHIP SURVEY SHOWING 


What people read in a 


12 Sections With 254 Pages 


Largest surveyed newspaper for 
which readership findings are 
available to all advertisers. 


The Sunday Milwaukee Journal 
of May 7 Surveyed by 
Publication Research Service 


610 Display Advertisements 


Eight times the number covered in the 
average daily newspaper reader survey. 


50 Color Advertisements 
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,. THE MILWAUKEE 
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The size of this issue made repro- 
duction of marked copies prohibi- 
tive, Ask for a personal showing 
of summary and original marked 


copy. 


> Phen pot ° 
: Se Ad Rb, Moyo e imo End of Fund ( 
gy eae — Combasicin Aaleed by St 


503 News Items and Pictures 


U? i a a te ee 


~#. THE MILWAUKEE JOURNAL 
National Representatives, O’Mara and Ormsbee 


New York—Chicago—Los Angeles—San Francisco 
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Paper Shopping Bags to Go ‘Comical’ 
It New Advertising Medium Works Out 


New York, Aug. 4—Paper bags 
—the things mother brings her 
groceries home in—are scheduled 
for a new look. 

At least that’s the aim of the 
Fenton Co. here, a new advertising 
specialty service which has put 
Comic Bags on the market. 

Fenton’s idea is simply to print 


Lm FOR LOW 


Vy; ADVERTISING 
“ QUNTS 


popular syndicated comics strips 
on the bags immediately below 
brief advertising slogans of spon- 
soring national advertisers or 
stores. 

This new point-of-sale merchan- 
dising medium, Fenton says, cre- 
ates good will in shoppers toward 
both the product and store and 
provides an answer to Junior’s oft- 
heard query: “And what did you 
bring for me?” 


ws Retail stores obtain Comic Bags 
from their customary paper bag 
distributors and jobbers, with the 
Fenton Co. handling all details 
of conversion from ordinary to 
comics art work, comics strip roy- 
alties, printing and circulation. 
Comic Bags are sponsored either 
by national advertisers on a cir- 


culation basis, or by chain stores 
for direct use in promoting their 
own chain and products. 


To Geyer, Newell & Ganger 


Howard B. Rasmussen, formerly 
manager of the field service de- 
partment of the National Outdoor 
Advertising Bureau, has joined the 
media department of Geyer, New- 


-ell & Ganger, New York. He will 


be in charge of outdoor advertis- 
ing for the agency. 


WFIL-TV Signs Ford Dealers 


The Ford Dealers of Philadel- 
phia will begin sponsorshi - . 
series of Saturday night fi 
WFIL-TV, Philadelphia, under the 
title, “Ford Film Playhouse.” The 
series begins Aug. 15 at 10:30 p. m. 


‘Mirror’ Boosts Ad Rates 


Effective Oct. 1, 1950, the Mirror, 
Altoona, Pa. will increase its ad- 
vertising rates. The flat line rate 
will be raised from 12¢ to 13¢. 


ANPA Collates 
Legal Views on 
Ad Acceptance 


(Continued from Page 1) 

3. No newspaper should yield to 
pressure attempted by an adver- 
tiser or group of advertisers to dis- 
criminate against competitors or 
a group of competitors. 

4. The judgment as to whether 
an ad will be accepted or rejected 
should be exclusively that of the 
newspaper and without regard to 
the wishes of any third party. 


s In support of this summary, the 
ANPA cited several important 
legal decisions. 

In 1933, an Iowa court found, in 


TRICH...; 


(...if you know How!) * 


Impossible, you may think, to buy minimum-size zinc 
cuts (mounted or unmounted, straight line or half- |g 
tone) for $1.95? Impossible, you think, to.cut your | 7m 


engraving costs IN HALF? 


It’s no trick! We simply make cuts at no sacrifice to 
quality but WITHOUT THE FRILLS. We have no 


salesman’s commission to pay 


. » » No speedy motorcycle delivery . . . no 3 hour 
. just GOOD WORK done sensibly by 
“ganging up” many small jobs. These savings are 


“rush” jobs. . 


passed on directly to you. 


Prices are based on a graduated square inch basis. 
For example, 1 to 4 square inches costs $1.95, 4 to 5 
costs $2.05, etc. Over 39 square inches, charge is a 
flat 10c per square inch. On more complex jobs such 
as: Benday, outline, mortises, combination, reverse, 
vignette, drop-out, magnesium, etc., prices are pro- 
portionately low. On complex jobs you usually save 
up to 50%. You will be amazed at the beauty of our 
4-color process plate work! Our rates for this work 
are about 2 of standard scale. 


Write for our handy price chart today. Learn how 
easy it is to save hundreds of dollars per year in your 


photo-engraving. 


. .. No fancy offices 


* The old Hindu sword swallowing trick is really no “trick” at all. 
The swallower so contorts his mouth, throat and esophagus that these 
organs are lined up to receive the sword. (Easy though it may seem, 


this trick is not advocated for amateurs. ) 


KUTS, INC. e 


1109 S.HILL ST. e 


LOS ANGELES 15, 


PROSPECT 7578 


,| the court: 


Advertising Age, August.7,. 19 


a suit against the Carroll Dg 
Herald that, “...if a newspape 
were required to accept an a 
vertisement, it could be compe 
to publish a news item. A ne 
paper is a strictly private ente, 
prise; the publishers have a righ 
to publish whatever advertisemen 
they desire...” 

In 1919, however, the court ¢ 
common pleas of Defiance, 9 
ruled that while the plaintiff, 
merchant who charged that 
newspaper’s ad columns wer 
withheld from him on behalf 9 
his competitors, had failed to 
tablish conspiracy, nevertheless hy 
might obtain an injunction on th 
ground that a newspaper, as 
quasi-public corporation, may ng 
discriminate against those seekip 
to advertise in it. Public depen, 
ence and concern, the court saig 
“has clothed this particular bus 
ness with a public interest an; 
rendered it amenable to reasonabi 
regulations and demands of th 
public.” 


s Legal opinion has generally fol. 
lowed the Iowa decision, not th 
Ohio case. In South Dakota, a cour 
denied a petition of mandamy 
against the Cavour Clarion, th 
only newspaper in the city, i 
which a merchant wished to in. 
sert a required legal notice. Saij 
“It may be that th 
publishing of a newspaper is 
quasi-public business, but, if s0, 
it is only because, from long exist. 
ence, it is regarded as a_ public 
necessity. But as much might bk 
said of the hardware or grocer 
business, and yet no one woul 
contend that a grocer or hardware 
dealer could be compelled by man- 
damus to sell his wares if he pre 
ferred to keep them on the shelf.” 

Similarly, newspapers have re 
peatedly won decisions agains 
newsdealers, the courts holding 
that newspapers may determin: 
for themselves with whom they 
will deal. When a_newsdealer 
raised the retail price, the pub 
lisher refused to sell to him, and 
in New York, the appellate court 
found against American News Co, 
saying: “There is no place in any 
system of jurisprudence yet de 
vised for the principle that a map 
may be compelled to sell his goods 
or his labor to one with whom he 
does not wish to deal, merely be 
cause his refusal to do so maj 
cause loss to him who want 
them.” 

The supreme court of Pennsyl- 
vania in 1939 refused to define 
newspapers as public utilities, ané 
therefore not subject to contrd 
and supervision as to the reason 
ableness of their advertising rates 

As late as 1945, the free hand 0 
newspapers on advertising copy 
was again demonstrated. Camp 
of Pines Inc. sued the New York 
Times, objecting to editing ané 
rejection of advertising submitted 
for publication. 

The crux of this case was the 
Times’ argument that the adver 
tising was considered discrimin# 
tory. The camp wanted the phras 
“Selected clientele” included in thé 
copy; the Times refused to accep! 
the phrase, and the court upheli 
the Times. 


DuMont Signs WAAM 

DuMont Television Network has 
signed WAAM, Baltimore, as # 
primary affiliate. 


eran aet 


wowsst | RICH IN THE THREE 
“eos? R's—READERSHIP— 
iwQuinY RELIABLE—RESPONSE 


: 


GEORGE J. HOPEWELL, INC. | 


eprentative 
101 ‘PAWK. "AVENUE. NEW YORK 


AP eee 4 fy eae me Tage S>. Si ote - o Bs ae Bes SS tea i) lle, 5 ites ie q iat ioe 3 
oa & E > eens Pa oak 3 he 3 as en: : 5 “= = ky a eg *. ae ae ei a es erage 
zt 3 
| 8 
| 
a | 
ee 
| ee | | 
ie 
| 150" = a 
ce P | ee 
- 1327 S&S. ' 
a Wabesh 
: chicago /”/] 
| | 
EEE eee 
a ae " a 
oe be ow ’ oF 
Y ee eee, ae 
= a |” eee ae eral. ' 
: ry vi weed x ks. 3 6 
wi ¥ MF — tag C2 a gf ¢ EA %y aS - Na ot 
. _ ees ee Pace Pe -° 
> a” a a e 3 : b » See ae ee. 
| me, agit ce (eS Sa 
thy Ps . . Fe i studied “$ ole ae eX 5 cl ‘ 
S j eer ed be ae» : “2” 
, ae os J ’ “nt < ote = 
me “A . ‘ i i d ; : a6 ail 
i 1 fa i e _ eee é . porn, wt a 
2 2 Sf oe = ae 
ss nee, 4 4 Piet) . |. ee “ah 
ar , ee > x ua ‘ * bt i. ~ " - 
Tig J ; (i ae Fo a ‘ ae i my 
ee ““ i 7, he te is) 2, i ra * 
ms oe. ad y Sie @ ; a Oxy Se 
& —/ tie e* Legs ! » ‘i ie * 
2 = eee ee : : ict ~ ae 
he ' ——— as A : f — | i, ‘ = 
; eo ae a ae ff ef 
; 4 : / hy Fare theo FP - 
— % ed i a a : 2 bee’ 4 Z ae, wae $ os ; 
Fs ~ Dt «ae [ 4“ an ——— , 
ig ce + ye ee a £4 
ny a. Ae . * ee get Pgs am A a 3 | 
es aa el 
cy A‘? e : rat 5d 4 Ae a om co * 4 er ee ae * 4 g . “ ‘| 
A 5 : ‘ ‘ 4 ‘ +a , ves : . .. tig , 4 ? 4 
i) WRAY 4 y aon wy — - ¢ or a Fuad : 
" ee i ce . >. i Se Es 
i BR Se, ew na nied ee ot 
is . : \ 4 > ye * ye 7 ” : , ae Mt to f: are e oP ¥ 
a _— | a 299 al COU 
. ) a “ i Te Mie. ag ae 
% b\ \. ea a - P we a ee EE oe » £ See | 
: § - We a . s - a a se ; wae t Sibes, a , ty oe : 
. ae . ’ ee ee . | 
ie a ots io , Rg ee P ae iis 5 —_— a j rs - 
: Se a ae ie a 
3 Ss a Ww Se: % oy .. es bs f 
om tre P % ° ates g 7 ae aie ¥ | 
‘ 4 Se ‘ 4 4 om #0 < 4 4 4 oy es 4 aa a B | 
“2 24 3” oe | 
y ‘ eS ee [2 leet Btn. “ , 
' M A pee ea a eS ‘ ~ a TF _— ? ae £ & 
‘ . i aes ae - gp feta: 
me re von _ ve PSs : 
, . Ne ae ‘ sf a ue na! 
j . ae ' ae A oe Y Pins 
— oe 4 is ee {i lalla SESE 
se ’ ae Bi - et a ges & e Oe es 
— ee Ao Me ae aS | 3d oh 3 pest -— 
oy . gt << Mee Ne ; by. ——— 
rs 2 2 a a: . ee a ie ee ae yt % i Et A 4 é *y « ye of 
. Oo a a A Ee ke oe a 
oe aS yy ee —- | ae : a i 
ee mt, NG . Pty ~~. nD a . ‘ee J 
bs ehh 4 a Ge os ee 
- » th : By a Se mrs * tale Bag 5% } 
; R ee . oF > t —— ' ett ee me ea hm : 
, PRICES FOR STRAIGHT ZINCS = SAVE ON MATS, TOO...) to 11 Mats: Rim Se 
: ? Se ine aes % u : # oe EEO OO” 6h ee eee aes j = ‘-. 
s (Line or Halftone) eee ee j ak cas i? a v/a; 
a Sete cag eae ee eee bike al ge eT Nee ane ae a: ta F at ee So Geshe. ae: ip 
A sae: Be eee eg ant 206 sain We A ae ae Pe, ? : 
. tt¢ ee ae (14 10:15 Inch ee ee apie iemeee. ‘Bey a an ee fin - — 
aes 4105 Incl. Reaaties tony 205 15 to 16 Incl — ae Meee. be Bho i era — — Pf _ 2 - 7 
5t06 Incl... ; one 16 to 17 Inch on ae pea 100° is aches p as se. Sa : - eo ‘ e he fs _ j 
; an ee 17 to 18 Incl ie eal ie 5 100 te 180 sq in 60c ea. a Le we: a ag s: *. elds A ay g i 
ct Aly oO See 235, be ben bs teat. Pua ee Fullpage = $1 00 ea ey + hee Bay a is | 
a bt Foi aah ate ee . Incl ere Meese es ag, ee ong ” eee ee e * a HOE . 
i Sto 9 Inel............:, 248 Ste Hi ted... een (12-23 mats shes 10% a ae ae a ee f 
= ae: Bee ace ay ee anne ‘ a... . 4 tao ; f5. * tr 
ws 9 to 10 Inch ing OS 21 06 22 Incl... 3.75 24-49 mats. -....,. bess 20% Pe ee ee is 8 ay ais a 
me ieee pal eaten CAS * eae ad Af see - . pod ®. a. fee5 F ig, gs : i 4 
; 10 to V1 Incl. et 22 t0 Wind... 385 «30-9 maty hess 30% es. Sr ee cncusinivssinestniistiiaittdmmee — 
ae ese Co oe > ee 100 and over ss Less 40% ——— i. on ees 
2to NZ incl == 28539 sq in and over, flat 10 per tn mat sizes. add 1 in. eR ee PS, « | -~. 
W3to 14 incl 295 sq. in oF fraction thereof = to ona Cisondaag ly wld ' tp af ' & ae is pb ti @ 
Zs Ae HARE A \ DANS INE pe ae 8 oy oe Coe tae eee rae a) a oh Ca ear ¥ jt iy oe 2 oz be ge § 4. 6 
%e Orders less than $5.00 a 25¢ delivery charge 7 Ane bec 4 Ee, | ee ae 
a ~ — —_ Ff § , 
e; é Were : alg aa eh de if? Pe ? 
> Z ES eteaee SS Gn Ce 
: = a ae yg 
: (1.95! — , 
Z ee = ms ae 
e ee SS Py ee 
ey ieee a — 
be ; 3 Shee ie ae es th 4 shee 
3 fey ee ee 
4 CALIFORNIA © PHONE: a 
ei - eo a : 
is mint, cea De 
a 
: ae NE - aneee _ ps ae ee ae > ease i ’ ae aes lee al a a aad 409 icp i nc le MN es ck Ss. 
ee ane Spans Seaton een ee Be a ES a ei ar ea I SS hl a eer Se 2 mS Fee pee are eee ay tet Shy Neeeeeeeage eee ie 


nnsyl- 
define 
Ss, and 
‘ontro! 


“I depend on 


Advertising Age 


for the low-down 


on what's up’ 


Says LOUIS MELAMED, President 


Melamed-Hobbs, Inc. 


‘| depend on Advertising Age 

every week for the ‘low-down’ on ‘what's up’ 

in advertising. To my way of thinking, 

it's the NEWSiest of all business publications . . . 


On the job or on vacation, Advertising Age is 


must reading with me. It is factual, informative, 


interesting, and respectful of brevity!" 


ly B 

"FCC Apparent 

: F ewiden Video Band _ 
\Sterting Sees | “a 


LOUIS MELAMED 


Mr. Melamed was born, raised, and lives in St. 
Paul. He received his baptism of “type lice” on the Dispatch-Pioneer Press 
in 1916. From there he went to work as office boy in an agency, and wound 
up as advertising manager for Lindeke-Warner and Sons, manufacturers 
and wholesalers. In 1923 he took on a new opportunity as advertising man- 
ager of a retail mail order house. In 1929 he re-entered the agency business, 
and, with his brothers, helped to establish the Coast-to-Coast Stores organ- 
ization—a voluntary hardware and sporting goods chain which now has 
540 units in 15 northwest states. Mr. Melamed became executive vice- 
president of the McCord Co. Inc., Minneapolis agency, in 1935, became 
president in 1944, and adopted the present company name—Melamed- 


Hobbs, Inc.—in 1945. He is primarily a creative man, and goes on to say: 


“Golf and music are my hobbies, but I fear that I enjoy both much better 
than I play either.” 
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The Leveling Off of Markets 


The single most interesting thing in connection with the recent re- 
lease of Census of Population data, to this somewhat jaundiced ob- 
server, has been the practical absence of any really shocking shifts. 

True, there have been some large gains registered, some remarkably 
rapid population increases for certain cities and states, and some dis- 
appointing showings for cities, states and regions which have lost 
population or stood relatively still. But in practically every instance, 
these changes were no shock or no surprise to anyone; they had 
been discussed and discounted by all marketing men. 

The one really impressive indication of the new census figures is 
that the United States ~£ 4 ~erica is in the process of leveling out, 
markttwise. The gaps between North and South, East, Midwest and 
West, in population and buying power, are becoming smaller. The 
country is becoming a more unified market, in terms of sales oppor- 
tunities, than it was before. 

This does not mean, of course, that there are no more differences 
between cities or regions. There are innumerable such differences, but 
most of them are based primarily upon geography and climate. 

No one foresees the time when Nevada, for example, will be as 
densely populated as New Jersey, or New York will cease to be the 
largest single market in the country, but the peaks and valleys give 
positive indications of leveling off, and of achieving a sort of stability 
which will prevent drastic changes in the marketing map for many 
years to come. 

For the foreseeable future, the student of marketing can assume 
a fairly stable population throughout the country, with relatively 
modest over-all differences in buying power and earning power for 
the various states and regions, and with the growth pattern for in- 
dividual cities and areas pretty well indicated. 

Aside from minor aberrations, usually on a relatively small scale, 
he need have little fear that some market he has been cultivating as- 
siduously will suddenly up and die on him, or that some other mar- 
ket of which he has never heard will just as suddenly become a major 
market for his products. 

After a decade of unprecedented changes in the distribution of 
population and earning power, this is a good time to take a good, 
careful look at the country as a whole and its individual units and 
segments, and to reappraise markets in the light of statistics which 
give every indication of remaining relatively stable. 


The ‘Guns and Butter’ Concept 


At first blush, the idea that the American economy can support 
a guns-and-butter program sounds indecent, immoral, somehow 
wrong. Something about the very notion of talking about “butter” 
for the civilian front while boys give up their lives in strange and 
unpronounceable places makes one feel a little sick. 

But sober second thought reveals that the guns-and-butter concept 
is not wrong morally, nor foolish practically. It is right and sensible. 
As long as it is possible for the economy to produce both guns and 
butter, it would be criminally foolish if it did not continue to do so. 
Butter production must never interfere with the gun production, so 
long as that is needed, and we are confident that it won’t. 

But until and unless it does, it would be foolish and could be dis- 
astrous to cut civilian production and consumption in any quixotic 
attempt to duplicate or share the unpleasantness of the fighting fronts. 
“living as usual,” as long and as much as possible. And what’s the 
“living a usual,” as long and as much as possible. And what’s the 
fighting all about, anyhow, if it isn’t so that we can go on living the 
way we want to—the way we like to? 


y 


PRESIDENT 


—Dun’s Review 


“Care to hear yourself at the office party las! night, Mr. Moffit?” 


What They're Saying 


Advertising is Copy 

Advertising has come a long 
way in the last half century. So 
has man, Man still has the same 
backbone. So has advertising. And 
that backbone is Copy. 

You can invest advertising with 
pompous, polysyllabic prattle. You 
can dress an advertising agency in 
all the fancy pants in the world. 
You can surround it with all the 
Emily Post trimmings: with plush 
carpets, lush receptionists, clois- 
tered halls and paneled walls. But 
at heart and at root it is a crea- 
tive mechanism—with copy as its 
core, 

Time was when Advertising was 
Copy. In the halcyon days of 
Claude Hopkins, “Reason Why” 
Kennedy, Earnest Elmo Calkins, 
Joseph Appel, John Powers, John 
Lee Mahin, Wilbur Nesbitt, Theo- 
dore MacManus, Frank Irving 
Fletcher—to name a hallowed few 
—advertising began and ended 
with copy. You had to get some- 
thing out of your head and put 
it in the reader’s head (which in- 
cidentally is an excellent defini- 
tion of advertising) without bene- 
fit of art directors, typographers 
and all the accoutrements of mod- 
ern advertising. 

There were no alibis. It was You 
and the Reader—and God help 
your pay check if the copy didn’t 
pull. 

You had to make the reader 
think. To do that, you had to think. 
And thinking, as you know, has 
become unfashionable. Not only 
has there been a decline in think- 
ing, but a decline in attention— 
which js even more ominous from 
an advertising standpoint. Perhaps 
Henry James was not wholly 
wrong when, some 50 years ago, 
he delivered this blast: “The fac- 
ulty of attention has utterly van- 
ished from the Anglo-Saxon 
mind.” 

Today, we in advertising spend 
more time sugaring the pill than 
deciding what to put in it. Why? 
Because it is human nature for 
man to embellish himself and his 
environment as he gets less and 
less primitive. He gets pretty, 
fussy, fastidious. He is more con- 
cerned with the dish-up than the 


Pe SS a eget 


dish—or perhaps with the head 
waiter. 


—“The Backbone of Advertising: 
Copy,” an Address Delivered Before 
the American Association of Adver- 
tising Agencies by Hal Stebbins. 


Detining Public Relations 


The 85 respondents were asked 
the question: “What does the term 
‘public relations’ mean to your 
company?” The replies to this 
question...show clearly one of 
the outstanding characteristics of 
this field. That is the lack of agree- 
ment as to the meaning and func- 
tions of public relations, which has 
given rise to the statement: Pub- 
lic relations means all things to 
all people. 

For the entire group, the im- 
portance of proper formulation of 
company policies and their inter- 
pretation to the public stands out 
as a necessary step preceding all 
other public relations efforts. 
Thirty of the 85 firms, or 35.3%, 
emphasized this point. Point 2, 
building of good will and favorable 
public opinion, was stressed by 
29.4% of the companies. Fourteen 
other concepts were mentioned by 
various numbers of firms, ranging 
from one to nine. 

The diverse results secured from 
this question suggest that a more 
careful usage of terminology in 
this field would be desirable. 
Many publicity and press-agent 
operations, straight sales promo- 
tional efforts, and lobbying are 
activities frequently carried on 
under the guise of “public rela- 
tions.” There seems to be little 
reason for such a situation. Al- 
though these activities may be 
considered varying phases of pub- 
lic relations work in general, there 
should be a differentiation be- 
tween a segment and the entire 
program. When press and publi- 
city or lobbying activities are con- 
sidered necessary and desirable, 
they should preferably be carried 
on under their proper names. Little 
can be gained, it seems, bv the 
attempted subterfuge. 


—From “Public Relations in Busi- 
ness,” by Nugent Wedding, Assistant 
Professor of Marketing, University of 
Illinois. Published as Bulletin No. 71 
of the Bureau of Economic and Busi- 
ness Research. 
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Rough Proofs 


Aviation Week says the Pull. 
man Co. is unfair to airlines whep 
it advertises that railway travel 
is safe. 

Does it want the ads to Say, 
“Traveling by Pullman is safe, 
too’’? 


Maybe Pullman should rebyt 
the attack of Aviation Week by 
pointing out that the airlines get 
an unfair advantage by portraying 
their sumptuous free meals ang 
beauteous stewardesses, 


E. V. Durling says a girl who 
wants to get married should go to 
Alaska, but a quicker method is 
to get a job as stewardess on an 
airline. 


American travelers accustomed 
to gleaming modern railway equip- 
ment conclude after a trip to Can- 
ada that the Dominion is the sole 
repository of Pullman’s museum 
pieces. 


Business men reading of plans 
for controls and allocations due to 
the war turn their books back a 
few years and say, “This is where 
I came in.” 


Hosiery trade associations wor- 
rying about the prevailing custom 
of women appearing bare-legged 
in public can’t understand their 
rush to the stores for nylon stock- 
ings. 


You may not be able to spell 
down the Post’s authors, but you 
should be able to spell down its 
editors, who printed it “exhuber- 
ant” in a recent edition. 


Tobacco addicts say the way to 
appreciate fully an American cig- 
aret is to try smoking the native 
product while sojourning in for- 
eign climes. 


Maybe, after all, King Leopold 
should have hired Dr. Gallup to do 
a public opinion poll on the mon- 
archy before returning to face his 
hostile subjects in Belgium. 


Corporation executives have no 
trouble understanding why Joe 
Louis has decided he will have to 
go back to fighting in order to pay 
his income taxes. 


If the Phillies should happen t0 
capture the National League pen- 
nant, it will be almost as note- 
worthy as the time the Kentucky 
Derby was won by a Philly en- 
titled Regret. 


The only things a summer resort 
manager can’t control are the 
weather, the help, the transporta- 
tion facilities and the golf and 
fishing records of his customers. 

Copy CuB 
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3RD MARKET 


abo cht es 


| One half of the 
Philadelphia Market 


lives outside the city limits 


Get your full share of the whole 
multi-billion dollar area. Advertise 
in THE INQUIRER. Reach the 
city proper and —more important 
the prospering suburbs and nearby 
cities. It’s the vital, fast-growing 
half of America’s 3rd Market! 


INQUIRER GIVES INTENSE 
COVERAGE IN THE CITY AS 
WELL AS THE SUBURBAN AREA! 


NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Pnguirer 


PHILADELPHIA 
PREFERS THE 
INQUIRER 


Exclusive Advertising Representatives: 


ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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GE Appoints John Casey 


John R. Casey, formerly a tur- 
bine specialist in the Philadelphia 
office of General Electric Co., has 
been appointed manager of the 
newly established gas turbine sales 
division of the apparatus depart- 
ment’s turbine divisions. He will 
make his headquarters in Sche- 
nectady, N. Y. 


Stone Joins Hodes-Daniel 


Sylvie Stone, formerly with Si- 
mon & Schuster Inc., has joined 
Hodes-Daniel Co., New York, di- 
rect mail service, as assistant pro- 
motion manager in its new offices 
at 352 Fourth Ave. 


McGraw Income Increases 


McGraw-Hill Publishing Co. and 
subsidiaries, New York, had a con- 
solidated net income, after all 
charges and taxes, for the first 
six months ending June 30 of $1,- 
281,631.91, compared with $1,227,- 
—_ for the similar period of 
1949. 


Picks PR Concern for Drive 


Melvin, Newell & Rector, Holly- 
wood public relations concern, has 
been named to handle an advertis- 
ing and publicity campaign for 
Edison Electric Institute, New 
York, through Ralph H. Jones Co., 
New York agency. 
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No Help Needed 

e IN a recent NLRB election in a 
Los Angeles plant, the results 
showed a 4 to 1 preference for “No 
Union.” This poll represented the 
third tilt by two different unions, 
and the abashed organizers have 
now retired, to rub their bruised 
shins and to wonder what to do 
next. 

‘In the lexicon of union cam- 
paigning, it isn’t even necessary to 
record the view that the working 
man can’t possibly survive with- 
out union organization. He must 
have representation, by golly, or 
the cruel ogre of capitalism will 
eat him alive. There seem to be 
quite a few working men left who 


Employe Communications 


How to Win Friends Among Your Workers 
By Rosert Newcoms and Marc SAMMONS 


‘Hubbard, the company’s adminis- 


think it isn’t so. 

The Cherry Rivet Co., with its 
200 employes in Los Angeles, is 
the latest to subscribe successfully 
to the heresy that management is 
still able to manage and to keep its 
people happy at the same time. It 
has not achieved this present day 
miracle by sitting sullenly in its 
managerial tent, cursing the intru- 
sions of government, the monopo- 
listic practices of unions, and the 
general cussedness of the human 
race. 


e Thanks to a kind but practical 
president known to his men as Bill 


trators from the beginning have 
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BY THE 


38.5% of THE HUDSON MAIN STORE 
IN THE FREE PRESS 


Nearly two-fifths of all Hud- 
son Main Store advertising 
appears in Free Press col- 
umns—a total of 1,578,639 
lines or 657 pages of selling 
messages, which helps them 
roll up a sales total ex- 
ceeded by only one other 
department store in 


COPY APPEARS 


DETROIT GETS 
WORLD’S LARGEST 
SHOPPING CENTER .. 


-AMERICA’S SECOND 
LARGEST DEPT. 
«STORE 


-A 
$12,000,000 DEVELOPMENT 


J. L. HUDSON CO. 


“a 
aS 


oe 


es eis nb 


America. 


= 


| es more than 25 city blocks, 
with parking space for 6,000 cars, a 
group of 100 stores, dominated by the 
new J. L. Hudson Co. branch store, 
there is coming into being in Detroit, 


of America and particularly of Greater 
Detroit.” Business is MIGHTY GOOD in 
Detroit right now—its 3,000,000 area people 


it 


KNIGHT, PUBLISH 


the world’s largest shopping center—a 
$12,000,000 development, ten miles from 
Detroit’s downtown area. ““This plan,” 
said Oscar Webber, President of Hudson’s, 


*‘demonstrates our confidence in the future 


earning more and turning out more products 
than ever before in history. Make Detroit 
YOUR market. Go after it with MORE AG- 
GRESSIVE ADVERTISING and SELL- 
ING. Use The Free Press, Detroit’s ONLY 
MORNING NEWSPAPER, circulation now 
over 440,000 weekdays, 485,000 Sundays. 


Free Press 
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told the folks what makes the bush 
ness tick. More than that, when the 
challenges came from outside the 
company gates, Bill Hubbay 
talked right back so every 
could hear and judge for himself 
During the hostilities that ende 
with the election, the union issueq 
a pamphlet picturing big busineg 
in unfavorable juxtaposition to the 
downtrodden worker. Hubbarg 
and his associates adopted the 
cartoon method to answer the de 
tractors, and arranged for a bulle 
tin board poster in the comic style 
This was displayed beside the time 
clocks; the men and women firs 
looked at it in some bewilderment 
and then started to laugh. Tha 
round went to the company. 


e As the pamphleteers outside the 
gates distributed their blandish. 
ments, the employes inside wer 
gathering in small group meetings 
to hear from their supervisors 4 
calm and temperate analysis of the 
issues involved. Argument by 
argument, the explosive chargg 
of the union had their powde 
moistened. The employes wer 
told the facts, and their common 
sense did the rest. 

Not every company could have 
done this. Behind it is a program 
of continuing communication with 
employes, primarily through sy- 
pervisors, then through personal 
letters to employes’ homes. In the 
ten years since Hubbard became 
president, this has built a confi- 
dence in the company on the part 
of workers. Bulletin boards are 
fresh and informative. Reports on 
the state of the business go to 
everybody on the payroll, and are 
masterpieces of simple fact-tell- 
ing. Supervisors’ meetings have 
supervisors for chairmen, and pat- 
ticipation is sincere and lively, 
When the company feels itself 
menaced from the outside there is 
no panicky effort on management's 
part to put its house in order, to 
woo the worker with sudden, un- 
precedented words of love. 

Bill Hubbard is not anti-union. 
He even shares with unions the 
belief that the individual has 
rights. One of those rights is the 
right of the employe to decide 
whether he wants to join a unio 
or not. Hubbard’s people don't 
seem to want to, and it’s as sim 
ple as that. . 


Deeptreeze Appoints Eight 


Deepfreeze appliance division, 
Motor Products Corp., North Chi- 
cago, Ill., has announced the fol- 
lowing appointments: F. L. Sacha, 
assistant general sales manager; F. 
C. Lowber, range and water heater 
sales manager; W. S. Hall, home 
freezer sales manager; L. W. Wells, 
Kansas City district sales managef; 
W. D. Randolph, Memphis distrie 
sales manager; E. W. Butler, Chi 
cago district sales manager, Sut 
ceeding W. B. Rives, who resigned, 
and W. A. Costello, sales promo 
tion manager. G. L. Harmanso 
has joined the sales promotion de 
partment. 


Capilano Opens Drive 


Capilano Timber Co. Ltd., Val 
couver, has completed a dealer c& 
operative advertising plan for u® 
throughout the U. S. The pla 
features Capilano’s stained, groov 
ed sidewalls, and includes a foul 
color sample folder, easeled pitt 
of sale displays, an 18” color fa 
with scaled-down samples of th 
shingles, and a three color appl 
cation instruction folder. 


WLW-T Promotes Douglas 


Henry L. Douglas, formerly with 
the set-up department, has 
promoted to the production staff 
of WLW-T, Cincinnati. 
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WASHINGTON, July 31— War- 
scare buying during the week end- 
ed July 22 pushed up the dollar 
yolume of department store sales 
46% above sales during the same 
week last year. 

At a time when retail sales 
normally are in the summer dol- 
drums, the sales index climbed to 
302 (1935-39 equals 100). The im- 

rtance of the rise is indicated 
by the fact that sales during the 
week preceding Father’s Day were 
302 on the index; sales in the week 
preceding Mother’s Day reached 
308 and pre-Easter sales hit the 
320 mark. 

Beginning with the week ended 
July 8, department store sales have 
been moving rapidly upward, al- 
though as yet there are no figures 
to show what types of merchandise 
are most in demand by consumers. 

Every city and district reporting 
to the Federal Reserve Board, 
without exception, registered 
strong gains. However, greatest 
buying sprees were concentrated 
in the Southwest (Dallas district 
was up 71%); the West Coast area 
(up 64% ); the Kansas City district 
(up 61%), and the Atlanta dis- 
trict (up 58%). 

Consumers bought more moder- 
ately in the northern tier of states 
and in the Upper Midwest. 

Largest increases among the 
cities were an 82% rise in San An- 
tonio; a 76% gain in Little Rock; 
a 75% gain in Dallas and a 71% 
rise in Kansas City. 

% Change from '49 


Week Ended 

Federal Reserve July July July 
District and City 8 15 22 
UNITED STATES ........... 8 r25 46 
Boston District ................ —Ii1 14 37 
New Haven ... . —4 27 32 
Boston ......... 13 39 
Springfield 20 36 
Providence 14 36 
New York District rl5 33 
Newark .. 7 43 
Buffalo .... 22 39 
New Yor rl4 29 
Rochest rl6 42 
sa 25 52 
Philadelphia District ... —10 16 36 
Philadelphia .................. —20 rg 31 
Cleveland District 12 21 37 
| 15 22 54 
Cincinnati 1l 14 22 
Cleveland 9 16 39 
lumb 8 13 30 
NT 3 22 41 
TT 26 23 46 
I ei cies ll 24 33 
Richmond District 0 12 27 
Washington ... —2 17 25 
Baltimore ........ 7 36 
r32 58 
32 68 
35 46 
r20 52 
35 46 
23 37 
23 43 
13 34 
27 32 
31 59 
23 35 
27 52 
18 76 
33 47 
25 42 
4 64 
Minneapoli. 22 33 
St. Paul 24 38 
r23 35 
r35 61 
29 59 
44 54 
40 71 
5 35 
87 51 
46 70 
39 71 
33 75 
r35 63 
41 56 
48 82 
r37 64 
34 65 
37 62 
30 54 
44 56 
24 51 
29 60 

tRevised. 


Price Up in Des Moines 


Carrier boy price of the Des 
Moines Register is up from 20 to 
me _. ~ price change was 

r the Evening Tribune or 
Sunday Register. ’ 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the past 55 years. 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
USTs 


Federal Reserve Figures on Department Store Sales 


ee ae ee eee es | eS ee 


DEPARTMENT STORE 
SALES INDEX 


1935.39 EQUALS Jur 


Week to July 22, 
Week to July 23, 
Week to July 15, ’50*..264 
Week to July 16, ’49*..213 
Week to July 8, ’50*....216 
Week to July 9, ’49*....201 


50*p302 
’49*..207 


“Not adjusted seasonall 
pPreliminary. ¥ 


Caxton Plans Book Campaign 


James Lovick & Co., Toronto, 
will direct an extensive campaign 
this fall for Caxton Co. of London, 
England, publisher of textbooks. 
Daily newspapers, weekend papers 
and monthly publications will be 
used. 


NRDGA Issues Five 
Standard Ad, Sales 


Forms for Retailers 


New York, Aug. 1—Five stand- 
ardized advertising and sales pro- 
motion forms for retail stores and 
manufacturers have been devel- 
oped here by the sales promotion 
division of the National Retail Dry 
Goods Assn. They are: 

1. An advertising request form 
for buyers—telling buyers what 
information to pass on to the ad- 
vertising department. 

2. An advertising copy form— 
copywriters receive specific in- 
formation on this form, covering 
what is to appear in ads. 

3. An advertising proof and re- 
sult report—this is attached to the 
final proof that the buyer sees, It 
is passed around to sales people so 
they know what was advertised, 
when and where. The buyer sub- 
sequently enters the sales results. 

4. A post mortem form—com- 
piled to tell what was good or bad 


about the promotion to determine 
if it should be repeated, Costs of 
the promotion are included. 

5. A promotion job ticket—a 
12x15%” envelope into which 
everything pertaining to the pro- 
motion is placed while it is in pro- 
cess and after completion. This 
provides a complete, permanent 
record in one place. 


Becomes Supreme Drug Lid. 


Stafford Miller (of Canada) 
Ltd., Toronto, has changed its 
name to Supreme Drug Ltd. The 
change has been made so that con- 
sumers will recognize the company 
as a drug manufacturer. 


Wright Moves to WPAT 


Dickens J. Wright has resigned 
as general manager of WICC, 
Bridgeport, Conn., to take over as 
general manager of WPAT, Pat- 
erson, N. J. 


Henry Joins KPO] 

J. Edwin Henry, former com- 
mercial manager of Station WSIV, 
Pekin, Ill., has joined KPOJ, Port- 
land, Ore., as an account executive. 
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WTV] Reports on Miami TV 

WTVJ (TV), Miami, reports a 
total of 31,400 TV sets installed in 
its coverage area as of Aug. 1, 
1950. Of this total, 3,812 are located 
in public places. 


Appoints Moser & Cotins 

Moser & Cotins Inc., Utica, N. Y., 
has been named to handle the ad- 
vertising of Tailored Gloves Inc., 
Gloversville, N. Y., maker of 
women’s leather gloves. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door phen -- beer known 
as DIRECT SELLING — is building 
enon quickly for many manu- 
It may be your answer to 
dwindling volume, vanishing profits, 
soarin and cut-throat competi- 
tion. Direct pong fully explained 
in fascinating booklet—mail 
Please write on your letterhead, 


OPPORTUNITY MAGAZINE 


| Dept. A-26, 28 E. Jackson BI., Chicago4, lil. 


She sits on the Boss’ knee! 


She has the best job in the world, interesting, 
creative ... interior decorator, dietician, dress 
designer, health specialist, purchasing agent... 


and she works only with people she loves... 


He is a business executive, production expert, 
practical scientist, biologist, mechanic,accountant 
. .. owns and operates his own enterprise in the 
country’s most important industry. 

They work together...and at the 
end of the day she has the right 
to sit on the boss’ knee. Her 
occupation—the farmer’s Mrs. 


Efficiency engineer, executive economist, 
esthetic exponent, the farmer’s wife spearheads 
the rising standard of farm living. She is conscious 
of styles, designs, and colors, calls for and gets 
panelled play rooms, gayly decorated nurseries, 
living rooms where floor coverings, draperies, 
and furniture harmonize. She has the country’s 
most modern kitchens with new electric ranges, 

freezers, and all appliance work savers. 
®@ Sheisa major market influence which 
no smart advertiser should overlook. 


5 —~ 
AWS 


Guide to the best in farm 
living as well as better farm business 
. .. SUCCESSFUL FARMING is edited for 
the joint Mr. and Mrs. partnership, 


operating under the same roof... has earned and 
enjoyed the close confidence of its audience by 


forty years of service. 


SuccessFUL FARMING is read, studied, and the 
contents used by the nation’s best farm families 
... With the best land, largest investment in plant 
equipment, and livestock... producing top yields, 


greatest cash returns. 


The near million SF on-farm subscribers in 
the fifteen Heart States alone, earn easily 50% 
more than the average US farmer. 


With the colossal current market for farm 
products created by increased prosperity and 
population, and large scale foreign aid . . . with 
a spendable backlog of billions in savings from 
the most productive and profitable decade in 
agricultural history ... today’s best farmer families 
are the best class market in the world! 

Advertising in general media misses much of 
this audience, passes by major opportunities . . . 
needs SuccEessFUL FARMING’s deep penetration 
for maximum response and return. You’re not 
getting all the sales you should, if you overlook 
this market and medium. For full facts, call any 


SF office. ... SuccessFUL FARMING, 
Des Moines, New York, Chicago, 
Cleveland, Detroit, Atlanta, San 


Francisco, Los Angeles. 
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What is management’s 


greatest responsibility ? 


iy one who searches deeply into the rea- 
sons for business success comes to realize this: 


The greatest responsibility of management is 
to continually bring fresh current thinking 
to business problems. 


The companies doing the best jobs today are 
those with unusual ability to produce and ap- 
ply this kind of thinking. 


They know that taking a frequent fresh look 
at things is not rocking the business boat. 


They know it’s the soundest way to keep 
that boat on its course. For fresh current think- 
ing can best reaffirm past decisions, confirm 
Present policies, detect a need for change. 


So important is it that providing fresh cur- 
rent thinking about advertising and consum- 
er-sales problems is, we believe, the greatest 


responsibility an advertising agency has to its 
clients. 


And we make it the greatest responsibility 
of everyone who works at Young & Rubicam. 


Our people have constantly drummed into 
them the fact that whether they sink or swim 
depends on how well they develop an ability 
to produce a steady flow of fresh current think- 
ing for our clients. 


So it isn’t surprising that they work unusu- 
ally hard to do so—and become unusually 
good at it. 


Take people who are skilled at thinking 
along fresh current lines—apply their think- 
ing with judgment—and you have the ap- 
proach that Y&R uses to produce effective 
sales results for many different products. 


YOUNG & RUBICAM, INC. 


Advertising * New York Chicago 
Hollywood Montreal Toronto Mexico City London 
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‘How to Lie with 
Statistics’ Tells 
Approved Methods 


New York, Aug. 2—Statistics, 
“so appealing to a fact-minded 
culture,” are often “semantic non- 
sense,” Darrell Huff argues in the 
August issue of Harper’s, in an 
article titled, “How to Lie with 
Statistics.” 

Taking as an example Time’s 
discovery that the average Yale 
graduate in 1924 now makes $25,- 
111 a year, Huff argues that the 
sample isn’t accurate because (1) 
it eliminates the lost sheep whose 
addresses no longer are known— 
and who, presumably, aren’t earn- 
ing as much as those readily 
reached in Wall Street, and (2) 
those who don’t reply—and Huff 
thinks they don’t reply because 
they aren’t proud of their earn- 
ings. 

Huff provides a _ reasonable 
primer in how to alter statistics, 
and how to emphasize the desired 
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WITH PERFEX COLOR PROCESS 
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Now, at a practical price you can show your 
product in dynamic full color. For Perfex 
Color Process revolutionizes letterpress color 
reproduction with exclusive colloidal surface 
halftone plates . . . lets you economically buy 
in whatever quantity you need, from even 
just a few copies to 10,000 or more. You 
simply furnish either color transparencies or 
full color art, or send your product for direct 
color separations in our studios. 


PREPARATION OF $ 
PLATES* AND FULL 
COLOR PROOFS... 


Plus prints at 3c to Se each depending on quantity. 
Printed on 844 x ll inch Kromekote or folding en- 
amel. Color areas up to 744 x94 inches. [mprint- 
ing of type, punching, binding extra. *Negatives 
and plates remain the property of Perfex. 


PACK PUNCH INTO YOUR SALES 
PORTFOLIOS, CATALOGS, BROAD- 
SIDES, PRESENTATIONS, DISPLAYS 
WITH PERFEX COLOR PROCESS. 


Write today . . . we'll wire our local representative 
to call on you with complete information. 


710 SO. 3RD STREET 
MILWAUKEE 4, WIS. 


DIVISION OF PERFEX CORPORATION 


result in graph form. In glib and 
concise style, he refers to the 
“sample with the built-in bias,” 


the “truncated (or gee-whiz) 
graph,” the “souped-up graph,” 
the “well-chosen average”—in 


which he discusses lucidly the dif- 
ference between the mean and 
median figures in a survey. 


ws The author (who confesses to 
having taken a course in sta- 
tistics during graduate work at 
the University of Iowa) also notes 


the impressive decimal, used when 
the researcher actually has noth- 
ing better or worse than an ap- 
proximation; the semi-attached 
figure, absolutely accurate but ir- 
relevant; and the unwarranted as- 
sumption, in which cause and ef- 
fect are completely concealed in 
statistical data. 

Huff has a moral, which he says 
is reminiscent of that of the re- 
tired burglar: “The crooks already 
know these tricks. Honest men 
must learn them in self-defense.” 


NBC Names Fuller 

National Broadcasting Co., New 
York, has appointed Samuel C. 
Fuller, eee with Young & 
Rubicam’s Hollywood office as 
production supervisor in the ra- 
dio-television department, as a 
producer for NBC television. 


WIPS Appoints Walker 
Station WJPS, Evansville, Ind., 
éamerican Broadcasting Co. affil- 
iate, has appointed Walker Co. as 
- exclusive national representa- 
ve. 
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O-Cedar Promotes Ducey 

Bernard T. Ducey, formerly 
office manager, has n Nam 
sales manager of O-Cedar Co 
Chicago, maker of O-Cedar spor 
mops and O-Cedar polishes, way 
and dust mops. 


Transfers Jeanne Mclntosh 


Jeanne Elaine McIntosh, forme 


radio and TV representative 
the New York public relations 
fice of American Overseas Aj 
lines, has been transferred to 
lywood in a similar capacity, 
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New York Oftice 

Stockton-West-Burkhart  Inc., 
cincinnati, has opened a New 
York office at 501 Madison Ave. 
Activities in New York will be 
ijmited at present to radio and 
television time buying and general 
contact work. 


Birks, Kidd Made Directors 
J. E. Birks and H. Erskine Kidd, 
manager in the Montreal 


Once of Cookfield, Brown & Co., 


have been appointed directors of 
the agency. 


Rudiger-Lang Names Dier 

Rudiger-Lang Co., window 
screen manufacturer operating 
plants in both California and 
Georgia, has appointed Robert’ A. 
Dier as sales promotion manager. 
He will be located at the com- 
pany’s Los Angeles office. 


Oscar Mayer Names Alper 

Morris Alper & Sons, Boston 
food broker, has been named rep- 
resentative of the canned meat 
line of Oscar Mayer & Co., Madi- 
son, Wis. 


Newark Names Enill A. M. 
Robert T. Knill, formerly ad- 
vertising executive of Allied Ra- 
dio Corp., has been appointed ad- 
vertising manager of Newark Elec- 
tric Co., Chicago, distributor of ra- 


dio, television and_ electronic 
equipment. 
Horowitz Joins Chain 


Milton Horowitz, formerly with 
Cromwell Advertising and Acade- 
my Offset Co., has joined the art 
department of Chain Advertising, 
New York. 


.' markets where the new product 


2-Month Drive Set 
for Concentrated 
Grapefruit Juice 


LAKELAND, Fia., Aug. 2—The 
Florida Citrus Commission will 
conduct an intensive advertising 
campaign during August and Sep- 
tember to promote frozen concen- 
trated grapefruit juice. 

Designed to cover eight major 


AMERICA ROLLS ON... 


Our homesteading founders bumped across the prairies on handmade wooden spokes. Their 
descendants ride toward the same horizons on a steel wheel that is a weight-saving, 
load-bearing miracle of standardization. Millions of sketches, plans, castings, models, and 
mock-ups have contributed to its evolution. The eyes of a myriad inventors, engineers, and 
draftamen have appraised it. The hands of countless wheelwrights, pattern makers, 

founders, tool and die makers, machinists, welders and craftsmen have shaped it 

into the smooth and solid underpinning of progress. 


HOW ? eee 


How has it been possible to build a great American industry, transportation, on and 
around the wheel? Because we build as we uniquely can. Every art, every science, every 
branch of engineering work together here. Every contribution from our teeming multitude 
of talents adds its drop to the roaring flood that carries America into the future. 


THE AMERICAN INTER-COM SYSTEM... 


America works like that because it has an all-seeing, all-hearing 


Inter-Communications System ..... 


Complete communication is the function, is the peculiarly American contribution of the 
business press . . . a great company of specially edited magazines devoted to the 
specialized work areas of men who want to manage better, design better, manufacture 
better, research better, sell better .. . 


WHY WE HAPPEN TO KNOW... 
The McGraw-Hill business publications are a part of this American Inter-Com System. 


As publishers, we know the consuming insistence of editors on analyzing, interpreting, 


specialized information reaches interested people quickly. 


As publishers, we know that people pay to subscribe to business publications for the sole 
purpose of listening in on units of the American Inter-Com System. 


. on developing universal acceptance for new ideas . . . on making sure that 


As publishers, we make the advertising pages of our business publications available for 
your communications with the people you want to reach. 


McGRAW-HILL PUBLISHING CO., INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


PEavauanantrers FOR BUSINESS @. 
Sr 


has had heavy distribution, the 
campaign will use radio as its 
principal medium. If the product 
is accepted, packers will be en- 
couraged to handle a_ greater 
amount of grapefruit next year. 

Cities where the product will 
be promoted are Baltimore, Bos- 
ton, Chicago, Detroit, New York, 
Philadelphia, Pittsburgh and 
Washington. Benton & Bowles, 
New York, is the agency. 


Form New Cosmetic Concern 


A new corporation, Skin Culture 
Institute of Hollywood, Hollywood, 
Cal., has been formed to market 
Beautycast cosmetics, which will 
be introduced in southern Cali- 
fornia early this fall through an 
extensive campaign using news- 
papers, radio and television. The 
company’s first product will be 
a mask-type skin treatment sold 
in a self-dispensing container at 
$3.50 retail in drug and depart- 
ment stores. Officers of the new 
company are Dr. Murray H. Ross, 
president; Dr. S. A. Ross, vice- 
president; Mrs. S. M. McCaughey, 
secretary. Charles Ross Advertis- 
ing is the agency. 
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FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dallas, Texas 
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Apple Commission 
Raises Assessment 


for Promotion Fund 


WENATCHEE, WasH., Aug 3—The 
Washington State Apple Commis- 
sion has voted to raise the assess- 
ment on growers by %¢ a box 


(from 2%¢ to 3¢) to provide ad- 


ditional funds for apple promotion 
and merchandising. 

The increase, amounting to about 
$120,000 a year, depending on the 
size of the crop, will bring the 
commission’s annual promotion 
fund to about $720,000. The added 
money will be used primarily for 
dealer service work, merchandis- 
ing and direct retailer promotion. 
How much will be used for media 
advertising is not yet known. 


@ The increase was backed by a 
group of growers interested in ob- 
taining better dealer service work. 
Under the commission’s new pro- 
gram, the staff of dealer service 
men who call on apple handlers 


House Beautiful 
readers get attached 
to the best brands 
oe 


One sure way to gauge the prestige 
of a brand name is to find out how 
it rates with the 570,000 American 
families who want nothing more 
than to better their homes... better 
their living. 

They care a lot about value, a lot 
less about cost. (They include 
90,000 families who earn more than 
$25,000 a year.) 

Your product may be one of the 
thousands these people will be will- 
ing and able to buy this year. If it 
is, you'll be selling them and their 
friends for years to come. 

These 570,000 families get attached 
to the best of everything. That’s 
why they (and 50,000 persons in 
the retail trades) read every issue 
of HOUSE BEAUTIFUL, the favorite 
home magazine of America’s most 
sales-active families, 


House Beautiful 


the magazine 
that sells both sides 
of the counter 


throughout the country will be in- 
creased and a drive will be con- 
ducted among retailers to give ap- 
ples better display. 

With the development of frozen 
orange juice concentrate cutting 
into distribution of fresh oranges, 
the apple growers are anxious to 
get some of that vacant display 
space. 


$4,000 of this back from concen- 
trate sales. Development of the 
concentrate is expected to furnish 
a means for marketing apples that 
lack the color to command pre- 
mium prices in the fresh fruit 
market. 

The added funds will be used al- 
so, the commission said, to develop 
new market areas and to conduct 


]. C. Penny Names Luke Lea 

Luke Lea has joined the execu- 
tive staff of J. C. Penny Co., Cin- 
cinnati, as merchandising man- 
ager. He has been transferred from 
the Jackson, Miss., store, where he 
was assistant manager. 


Ziv Television Adds Brieder 
Ziv Television Programs, New 
York, has appointed Arthur Brie- 
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Star Loose Leaf Expands 
Star Loose Leaf Co., New Yo 


maker of loose leaf binders, } oat 
doubled its manufacturing and @& eed ecorr 
fice facilities. New general offig dp 
will occupy 1,000 square feet w moll | 
169 Duane St. owt 
Conway to Newey & Ayers Inject 


James P, Conway, former assist 
ant to the executive director gg _ 44 


The commission also is planning continuing tests of promotional der, formerly with Canada Dry/ National Assn. of Securities Degj, New 
a market test of frozen apple juice | activities. Bottling Co.. as a memb>r of the/ers Inc., Washington, has joing hand 
concentrate, for which $10,000 has; J. Walter Thompson Co., Seattle, | sales staff. Mr. Brieder will make| Newey & Ayers Organization, pub. City ¢ 
been allocated. It hopes to get} handles the account. his headquarters in Cincinnati. / lic relations. by 

iE l j C j 
and Co WS . « -« 

Tongue-in-cheek definitions often clarify the 
logic of more wordy and learned discussions. 
These currently are going the rounds: 
COMMUNISM: You own two cows. The 
government takes both and gives you the 
milk. 
CAPITALISM: You own two cows. You 
sell one and buy a bull. 
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Steel Names Hight 
Jack R. Hight, promotion man- 
of Iron Age, has resigned to 
e manager of advertising 
and public relations of the Sharon 
Steel Co., Sharon, Pa. Mr. Hight’s 
successor has not yet been named. 


Injection Names Agency 
Advertising Bureau of America, 
New York, has been appointed to 
handle advertising in New York 
City and out of town publications 
for Injection Molding Corp., New 


York. 


‘Mirror’ Appoints Fox 


Vernon L. Fox has been appoint- 
ed marketing research director of 
the Los Angeles Mirror. He for- 
merly has been Glendale branch 
1 ad for Bell Brand Foods 
Ltd. 


Parkhurst Joins von Zehle 


Reid Parkhurst, former senior 
vice-president and copy chief of 
Samuel Croot Co., has joined the 
plans board and creative staff of 
William von Zehle & Co., New 
York. 


Dietrich to Leave Y&R 


George Dietrich, space buyer for 
the Hollywood office of Young & 
Rubicam, has resigned, effective 
Sept. 1, to become an account ex- 
ecutive in the Los Angeles area 
for California Transit Advertising. 


Names Warren Agency 

Save by Television Inc., New 
York, has appointed William War- 
ren, Jackson & Delaney, New York, 
for advertising of a mail order 
merchandising service, using tele- 
vision as the medium. 


Ferguson Gets Grain Account | PATE ERD Hoe 
Lindsey-Robinson Co., Roanoke, Cae A at oh ah 
Va., has selected Courtland D. Fer- | &"GOLD SEAL CO. says... 


guson Inc., Richmond, Va., to han-| ts 
dle advertising for its flour and &* ’ 323 
feed division. Houck & Co. is the, §< K D Al Ss 5] % es 
former agency. . 3 
: BMB Increase -:2 
Bx. “i 
PLUS... .HIGHER--: 


ie 


S THAN- AVERAGE: 


a. 


R&R Promotes Schloeder 


Stan Schloeder, time buyer at 
Ruthrauff & Ryan, has been pro- 
moted to head time buyer of the 
media department. He was for- 
merly time buyer at Benton & 
Bowles. s 


——oo 


* THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTON 
IN ACTION * THE SPECTATOR PROPERTY INSURANCE REVIEW * DISTRIBUTION AGE 


=> — 


Funny? Yes; but, seriously, it’s an excellent summing up 
of the vast difference between destructive Communism and 
creative Capitalism. And, incidentally, a demonstration 
of the difference in viewpoint on what privileges and 


opportunities should be afforded the individual. 


We, at Chilton, believe that the device used to tell the 
facts about Capitalism is unimportant. The important 
thing is to tell those facts over and over again... to 
demonstrate that Capitalism is creative—the only system 
that provides ever-increasing opportunities for men and 
women of talent, industry, and vision. If we need more 


definitions involving cows, let’s have them. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 100 East 42nd Street 
Philadelphia 39, Pa. New York 17, N. Y. 


CHILTON 


ae. oe 


E © AUTOMOTIVE INDUSTRIES 


© CONTINUAL | 


_SMIES Growth. 


“Since we had used KDAL °* 
to test “GLASS WAX” be- « 
fore introducing it nation- « 
ally, we knew the kind of , 
results we could expect , 
from your station with our 
Arthur Godfrey show. ‘ 
“In recent checking with 4 
the agency they have been 4 
showing me figures indi- 
cating a 51% increase in 
BMB families in the morn- 
ing when our ‘GLASS 
WAX” show is on... radio 
tune in situation in Duluth- 
Superior is 37.2% higher 

than the average of CBS 

stations in Hooper rated 
cities. These are a lot of 
fancy figures and don’t 
mean a lot to the Gold Seal 

Company, perhaps because 

we don’t understand them 
thoroughly ... BUT 

“. « « | checked the sales 

figures of Gold Seal Com- 

pany’s products, namely 

» “GLASS WAX”, “wood 

Cream’ and Self Polishing 
> Wax in the Duluth market 

» area in Minnesota and 

Wisconsin and the one 
> thing that | do know, and it 
> means a lot at our desk 
> when we work, is that sales 

» have shown a continual 
» growth in that market...” 


DULUTH - SUPERIOR 
5000 WATTS 
ON 610 
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SONIA Ss ee een a 


ag vay 


This is the Sales Manager 

who discovered the buying power 
of 1,000,000* MEN who 

read and own 

The Elks Magazine. 


*Dec. 1949 ABC statement— 


928,010 circulation —a substantial 
bonus over guaranteed 850,000 
on which current rates are based. 
YOU'LL SELL IT... 
iF YOU TELL IT IN 


New York + Chicago + Detroit 
Los Angeles + Seattle 


No Need for Credit 
Curbs, Experts Say 


UrBanaA, Itu., Aug. 1—High con- 
sumer income and scarcity of 
goods—such as are likely in a 


special regulation of consumer 
income, such as the much-dis- 
cussed Regulation W of the last 
war, affecting instalment sales. 

That is the consensus of 60 cred- 
it bureau managers from 14 states 
gathered here for a consumer 
credit forum sponsored jointly by 
the University of Illinois and the 
Associated Credit Bureaus of 
America. 

When goods are scarce and cus- 
tomers have money, they agreed, 
merchants don’t have to offer low 
credit terms. Whether or not con- 
sumer credit regulations are de- 
veloped, when customers start bid- 
ding against each other for goods, 
credit terms invariably tighten. 
At such times, the credit mana- 
gers said, credit regulations solve 
no problems. 

As for Regulation W, one at- 
tendant said: “It worked, but it 
wasn’t necessary.” 


Named Regional NAEA V. P. 


B. L. Lewis, advertising director 
of the Rocky Mountain News, has 
been named regional vice-presi- 
dent for Colorado, New Mexico 
and Arizona for the Newspaper 
Advertising Executives Assn. He 
served as regional .vice-president 
for Colorado in 1943. 


Names William Relyea 


William H. Relyea Jr., formerly 
with Industrial & Engineering 
Chemistry, has been named vice- 
president and eastern manager of 
Industrial Laboratories, Chicago, 


new monthly publication. 


TWO CITIES — SOUTH BEND AND 


MISHAWAKA — ARE THE HEART OF 
THE SOUTH BEND MARKET 


The city of Mishawaka begins where the city of 
South Bend ends. They are separated only by a 
street. The two cities form a single, unified mar- , 
ket of 157,000 people. / 

Be sure to count both cities when you study 
this market. It makes a big difference. Here's 
how: in 1948, South Bend ranked 90th in the 
nation in food sales, with a total of $36,129,000. 
But when Mishawaka’s 1948 food sales are added, 
the total becomes $45,385,000—and South Bend- 
Mishawaka jumps to 69th place! A similar pic- 
ture is reflected in all other sales categories in 
this two-city market. 

Don’t forget, either, that South Bend-Misha- 
waka is only the heart of the South Bend market. 
The entire market includes over half-a-million 
people who spent more than half-a-bi/lion dollars 
on retail purchases in 1948. 


And only WSBT covers a// of this market. 


PAUL 


SB 


SOUTH BEND 


5000 WATTS + 960 KC 


H. RAYMER COMPANY e 


NATIONAL 


* CBs 
REPRESENTATIVE 


war economy—do not require any. 
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Colling P07 


The 70th birthday of Col. Robert R. McCormick, editor and pub. 
lisher of the Chicago Tribune, was celebrated at a party given by 
directors of the Tribune July 30 at the colonel’s Cantigny Farm, near 
Wheaton, Ill. Approximately 350 staff members, neighbors and 
newspaper friends were in attendance.. 


Emil Brisacher, president of Brisacher, Wheeler & Staff, hag 
returned from a_ six-weeks’ 
survey of conditions in Nor. 
way, Sweden and Denmark... 
“The Art of Layout with Fig- 
ure Indication,” a new book 
title in the art field, is the 
work of Harry D. Schorr, art- 
ist and president of Schorr & 
Muller, Memphis agency. The 
book was designed especially 
for young men just entering 
the advertising art field, but 
it is also a fine refresher in 
art and layout. . 


Gloria Ford, assistant man- 
ager of the sales promotion 
and ad department of WXYZ, 
Detroit, was married Aug. 5 to 
Dean D. Linger, head of the 
ABC central division adver- 
tising and sales promotion de- 
partment in Chicago. . July 15 
was the wedding day of John 
Slagle of the WXYZ-TV “Pat 
’n’ Johnny” show and “Wax 
Wackies,” and Flo Urban, ex- 
ecutive of the Ruse & Urban 
ad agency... 


John Hanselman, account 
executive of Richard Mont- 
gomery & Associates, Port- 
land, Ore., trying for some 
new business, called on a seat cover manufacturer and asked to see 
the ad manager. The receptionist said, ‘“He’s busy; what do you 
want?” Hanselman explained he wanted to talk about advertising 
for the seat covers. The girl came back to report that the ad man- 
ager said he could have 25% off on any purchase. So Hanselman 
came away with a new set of seat covers—no new business. . . 


J. Calvin Affleck, sales promotion manager of the receiver sales 
division of Allen B. DuMont Laboratories, has become president of 
the New York and New Jersey Alumni Assn. of Middlebury Col- 
lege. Mr. Affleck was graduated from Middlebury in 1931 with a 
Bachelor of Science degree. . . 


John A. E. McClave, vice-president and treasurer of Lewis & 
Gilman, has been elected a director of Poor Richard Club, Philadel- 
phia. New active members of the adclub include Robert G. Brown, 
Time Inc.; Robert Gardner, Gardner-Gibbons Printing Corp.; R. J. 
Jobson, of Sawyer, Ferguson & Walker; and C. Anthony Moore, of 
William G. Bonstedt & Co... 


Edward B. Harvey, director of radio and television at Geare- 
Marston, is serving the Philadelphia Chamber of Commerce as a 
vice-president. He recently received a plaque for his work as lunch- 
eon chairman and toastmaster of the annual football banquet honor- 
ing the Philadelphia Eagles... 


David B. Rogers, central northwestern sales representative for 
RCA Recorded Program Services, and Ann Louise Boynton, sec- 
retary to the radio director of “Northwestern University Reviewing 
Stand,” were married not long ago in Chicago... 


Ann Sandy, space buyer for the past ten years at Hamilton Ad- 
vertising Agency, Chicago, was honor guest at a dinner given by her 
associates on the occasion of her retirement from the Chicago adver- 
tising scene. She and her husband John are moving to St. Peters- 
burg, Fla... 


It was a double celebration for Charles J. “Zeller, recently ap- 
pointed vice-president in charge of radio and television at Guenther- 
Bradford & Co., Chicago. Soon after his promotion his wife pre- 
sented him with his fourth son... The birth announcements sent out 
by Vernon S. Mullen Jr., ad manager of Miller Brewing Co., Mil- 
waukee, show the new baby, Terrence Michael, greeting the world 
with “Hi, Life!” He was born on July 2 


The Cleveland Adclub’s second annual course in the fundamentals 
of public relations, starting in February, is being organized by 4 
committee headed by Alvin L. Krieg, assistant director of public 
relations of American Steel & Wire Co... 

John T. Nolan Jr., vice-president of Keelor & Stites, Cincinnati 
agency, has returned from an assignment as civilian observer for 
the Navy as guest of the chief of naval operations aboard the USS 
Taluga in the Caribbean. . 


A newly elected iauiiee of the national executive board, Boy 
Scouts of America, is William H. Fetridge, vice-president of Popular 
Mechanics, Chicago. The other new board member from the Midwest 
is Fred M. Zeder, vice-chairman of the board of Chrysler Corp. 
Detroit. .. Music for Minneapolis continues to be the aim of Stanley 
Hawks, Minneapolis Star and Tribune vice-president, who has just 
been elected president of the Orchestral Association. He has been 
on the executive committee of the board for the past two years, and 
chairman of this year’s drive to help finance the Minneapolis Sym- 
phony Orchestra... 


The public relations lineup for Cleveland’s Community Chest 
drive is headed by Fred P. Stashower, v. p. of Lang, Fisher & Sta-7 
shower. His committee chairman include Arthur Bostwick, Fuller &7 
Smith & Ross, employe publications; John H. Mitchell, Mitchell, j 
McCandless & Klaus, car cards; Edward Osterland, W. Taylor Son &9 
Co., window displays; and J. A. Zimmer, Central Outdoor Advertis-9 i 
ing Co., outdoor posters. . 


ARMFUL—Fred Gardner, president of the 

New York agency that bears his name, was 

teamed for this shot with his English sheep- 
dog, Bangs, at a recent office party. 
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Film Producers Can 
Make More with 
Theater TV: Halpern 


Hottywoop, Aug. 3—There is 
no possibility of money in Phone- 
yision for Hollywood film pro- 
queers. There are, however, great 
possibilities for theater television. 

These were the two strong be- 
liefs expressed by Nathan L. Hal- 
pern, television consultant for 
Theater Owners of America, 
speaking before the Southern Cal- 
ifornia Theater Owners Associa- 
tion here. 

Mr. Halpern set a figure of 
$250,000 as the maximum average 
revenue which he estimated could 
be obtained from national tele- 
casting using the Phonevision sys- 
tem. He conceded a top few films 
might bring in as much as $500,- 
000, These same top films normally 
will bring in as much as $5,000,000 
when released through theaters, 
he pointed out. 


a The Halpern estimate was based 
on a study covering all areas where 
there are now stations or where 
applications are on file. A set own- 
ership saturation was assumed; 
taking radio listening data, the 
estimate was based on a 40% tune- 
in at peak listening periods. 

On the other hand, Halpern fore- 
sees a great future for theater tele- 
vision. Through television it will 
be possible to have national hook- 
ups to bring audiences Broadway 
shows, sports events and other 
headline activities. There may be 
some problems of censorship, 
which varies from one area to an- 
other, but these can be solved, 
he said. 

In the period ahead, Hollywood 
film producers will continue to 
make top films, but they will be 
for theater TV hook-ups only. 
Television will get lower-grade 
pictures for home viewing. Thea- 
ters will remain the showcase for 
the best pictures for years to come, 
Mr. Halpern declared, “because 
they provide the only sound finan- 
cial structure to support them.” 


Todd Expands; Names Six 


Todd Co., Rochester, N. Y., has 
expanded its sales department and 
appointed Irving L. Greene, for- 
merly assistant general sales man- 
ager and director of sales promo- 
tion and advertising, in charge of 
anew department, market devel- 
opment, Richard C. Browne, for- 
mer art director, succeeds Mr. 
Greene. New sales promotion man- 
agers for the company’s product 
divisions are: Howard J. Martin, 
machines; Harold F. Nunn, com- 
mercial checks; Harold E. Miller, 
bank supplies; and Frederic D. 
Scendling, litho-print checks divi- 
ion, 


Wayne & Co. Becomes Corp. 


Tucker Wayne & Co., Atlanta 
agency, has changed from a sole 
Proprietorship to a corporate for- 
mation. Members of the board 
of directors are Tucker Wayne, 
chairman; Clifford Wayne and 
Charles Cox. Officers are Tucker 

ayne, president; Douglas D. Con- 
hah, Frank T. Johnson, Mrs. Cecil 
. Fuller, and James S. Love, vice- 
presidents; R. A. Coggins, secre- 
lary-treasurer; and Maude Fam- 
bro, assistant secretary. 


Presentation Names Doherty 


John W. H. Doherty, formerly 
Publicity executive with Robert 
Simpson Co. and Imperial Oil Ltd., 
has been named managing director 
of Presentation of Canada Ltd., 
public relations counsel, with 
headquarters in Ottawa. 


Always Dependable Quality and Service 


TWIN CITY 
ENGRAVING COMPANY 
208 S STATE ST. ST. JOSEPH, MICH. 
PHOTO ENGRAVING - ART-COPY-LAYOUT 


_ § ONE COLUMN CUT OR A 
COMPLETE COLOR RO” MLET 


WDNC-FM Tests Audience 


In a test to determine the num- 
bcr of listeners to afternoon major 
league baseball broadcasts by the 
Liberty Network, WDNC-FM, 
Durham, N. C., is offering a free 
scorebook to all listeners request- 
ing it by mail. The book is pre- 
pared by Zenith Radio Corp. 


Issues Camera Guide 

Photographic Trade News, 1114 
First Ave., New York, has pub- 
lished the mid-century edition of 
the “Master Buying Guide.” The 
new edition illustrates every item 
described and gives the price of 
each. About 2,000 photographic 
articles are shown. 


Meehan Named Sales Manager 
C. M. Meehan, director of pub- 
lic relations for Westinghouse Ra- 
dio Stations Inc., has been 2 
ointed sales manager of WBZ- 
, Boston, and WBZA-FM, 
Springfield, Mass. 


Gratf Agency Moves 

Harry W. Graff Inc., New York 
advertising agency, has moved its 
offices to 1 E. 53rd St. 


200 Brewers Use 
One-Way Bottles, 


Glass Survey Shows 


New York, Aug. 3—More than 
200 of the nation’s brewers, in- 
cluding 9 of the top 10 sales lead- 
ers, now use non-returnable glass 
bottles, according to a survey made 
by the Glass Container Manufac- 
turers Institute. 

The study also reveals that 104 
of these brewers are actively pro- 
moting their products in the non- 
returnable bottle, using newspa- 
pers, magazines, outdoor, televis- 
ion and radio programs. 

In addition to the 104 brewers 
advertising in consumer media, ap- 
proximately 48 more advertise 
non-returnables in trade publica- 
tions and still others use point 
of purchase promotions. 


mw One eastern brewery, with sales 
of about 250,000 barrels annually, 
has been running one-way bottle 
ads regularly in 29 major news- 


papers in its market area. Another 
medium-size producer has been 
tieing in directly with GCM In- 
stitute ads in New England mar- 
kets. 

On a broader scale, big brewer- 
ies are running major ad space, 
(over 1,000 lines) simultaneously 
with the institute’s ads in 30 of 
the nation’s major beer markets. 

Foote, Cone & Belding handles 
the advertising for the institute. 


21 
Drucker Joins Gerber 


Fred F. Drucker, former account 
executive at Newby & Peron, Chi- 
cago, has joined R. Gerber & Co., 
Chicago, maker of Gerber’s com- 
bination corn popping package, as 
director of sales and advertising. 


Fleishauer Forms Own Agency 
Fred Fleishauer, former execu- 
tive secretary of Buffalo Master 
Plumbers Assn., has formed Fleish- 
auer Advertising Agency, 321 
Benzinger St., Buffalo, N. Y 
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< es Portfolios » Advertising Specialties 
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@ SERVICE BINDERY CO., INC. 
& FINISHING CO. 
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SERVICE MOUNTING 


Plant—224! Scuth Wabash Avenverd 


“New Phone—CAlumet 5-3224 


EXPERT art and advisory 


service at your command! 


WRITE FOR DETAILS! 
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Gretz Brewing 
Co. Ad Strategy 
Pays Dividends 


PHILADELPHIA, Aug. 2—Despite 
the fact that 60 different brands 
of beer are sold in the city of 
Philadelphia, William Gretz Brew- 
ing Co.—a comparatively small 
brewer—has moved from 17th 
place in sales in 1940, to second 
place this year. 

The advance of Gretz, one of the 
city’s oldest brewing houses, looks 
something like this: In 1934, when 
the company opened its doors 
again after prohibition, annual 
volume was 42,000 barrels. In 1946, 
despite wartime restrictions, vol- 
ume shot up to 110,000 barrels. In 
1949, the figure was 242,000. 

Thus, in a 15-year period, sales 
were increased more than six times 
and the figures are still rising. 


s However, Gretz is spending only 
an average of 78¢ a barrel for ad- 
vertising, while the average brew- 
ery’s advertising expenditure is 
about $1 per barrel. 

As part of its intensive promo- 
tion push, the company’s 15 field 
men, working under the direction 
of youthful Karl L. Gretz, sales 
and advertising manager and 
grandson of the founder, now are 
receiving instruction. in grocery 
store merchandising. In addition, 
model displays in Gretz sales of- 
fices show combination exhibits of 
Gretz beer and food items, an an- 
gle being utilized to make food and 
beer synonymous among food store 
shoppers. Gretz’ new can and bot- 
tle labels are on view everywhere. 

These plans are but part of the 
over-all Gretz advertising, mer- 
chandising and promotion cam- 
paign for 1950, a drive which each 
year is carefully planned and co- 
ordinated down to the final line 
of advertising. Karl Gretz, an 
Army lieutenant colonel in the last 
war, brought this penchant for 
complete planning back with him 
from the service. 


# Working closely with his agen- 
cy, Seberhagen Inc., Mr. Gretz 
first checked each step in the sales 
and distribution process and then 
coordinated a series of research 
studies throughout southern New 
Jersey, Delaware and Pennsyl- 
vania. 

He wanted to know whether his 
product was appealing to the aver- 
age beer drinker—not the beer 
habitue. He wanted his 1946 ad- 
vertising program completely anal- 
yzed. He wanted to find out what 
his average customer was like; he 
wanted to select one slogan and 


Metropolitan 


NEW 
) YORK 


PEANUTS 
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Send or call for the complete bulletin 
“Metropolitan New York Test Market #1" 


Study the facts and you will find you can 
test a typical segment of Metropolitan 
New York, by testing BAYONNE, for 
only 8 cents a line . . . just peanuts com- 
pared with any other media giving the 
complete, concentrated coverage of 


THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 Madison Ave. N.Y. © 435N. Michigan Ave., Chicage 


NATURALLY—A typical Gretz ad. 


trademark instead of two; he want- 
ed to know how he stood in rela- 
tion to his competitors, and where 
the average consumer purchased 
his beer for home use. 

With the answers in hand, he 
set up a program: 

1. Instead of spreading his ad- 
vertising expenditure over a huge 
area in newspapers and by radio 
and television, he concentrated in- 
stead on heavily populated areas. 
As a result, Gretz is spending more 
advertising money in Philadelphia 
alone than any of the other brew- 
eries, including Schmidt’s, the 
leader. The same holds true for 
other thickly populated cities and 
towns. 


= 2. He started in 1946 to expand 
newspaper and radio advertising 
and Gretz became the first brew- 
ery in this area to buy television 
time (“Sports Scrapbook” on 
WPTZ). In 1946, expenditures for 
newspaper space were less than 
$10,000. In 1947 they were about 
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$30,000. In 1951 that figure will| prize in the national label egg 
be more than doubled. test at the Small Brewers Aggy 

Over-all advertising, merchan-/| convention. The company also wo, 
dising and promotion expenditures /| first prize for interior display 
in 1946 were more than $100,000.| which showed the famous may 
This year expenditures will be/ actually riding a bicycle in th 
multiplied about five times that| foreground. The background § 
amount. changed periodically. 

3. With increased advertising| 6. Gretz beer was made lighte 
expenditures, Mr. Gretz then de-| in color in keeping with the con. 
cided to establish a familiar trade-| sumer trend, another result gf 
mark for Gretz beer. The now fam-| the Gretz survey. The survey cop. 
ous man on the bike was incorpo-| sequently has been put on an an. 
rated in all display and advertis-| nual basis and serves as a valuable 
ing material the company distrib-| aid in making advertising, sale 
uted and he also was put on cans/ and promotion plans. 
and bottles to obtain completely 7. Sales organization and ten 
integrated family resemblance. ritories were reorganized and cop. 

4. The slogan, “Made the old| densed for concentration of actiy. 
fashioned way—slowly, naturally,”| ity in keeping with ad plang 
soon became a popular catch| Salesmen were offered a new play 
phrase in the company’s market-| of salary plus commission, with 
ing territory and efforts were made| immediate results. 
to couple the slogan with the man Convinced that its market strat. 
on the bike, in the average beer| egy has paid dividends, company 
consumer’s mind. officials already are making plans 

5. The label also was changed] for entering new territories ang 
and, in 1948, Gretz won first! consolidating regional efforts. 


Macys is 


The Man On The Street, who happens to be 
you, me and any two other fellows...reads that 
Macy’s sells a million dollars in merchandise on a 
good day, and grossed $316 million in 1948... 

And in the same year, the sales of A&P were 
$2,837 million, Sears $2,296 million, and Safeway 
Stores $1,277 million... 

He sees the J. C. Penney, Ward, 

and syndicate stores on so many 
Main Streets, the Gimbels and 

Goldblatts, the Walgreens and 
Woolworths, the chain bakeries, the 
ubiquitous supermarkets and gasoline 
service stations... 

Exercising inalienable rights as a 
conclusion jumper, the Man On The Street is more 
than likely to conclude that the big bulk of the 
country’s retail business is concentrated in the 


hands of Big Business. 


No conclusion could be wronger! 


Recentty The National City Bank of New York 
issued a study of the 1948 sales of the country’s 
one hundred largest retail corporations. 

The Hundred Largest operated 29,278 stores, 


——_ 


a midget on Main Stree 


and ran up sales of $19 billion—about 15% of the 
national total. 

But 1,704,500 little merchants had sale 
of $111 billion —85% of the US total. 

Like the Man On The Street, too many of the 
business men are unaware that this country’s big 
business — agricultural, industrial, retailing—is 
Small Business. 

Too many salesmen track down the big orders 
pass up the volume of lesser buyers. 

Too many advertisers concentrate on the Bi 
Names, ignore the majority prospect. 

The business market today is more than 20% 
larger than prewar. The 1950 Census lists upwatl 
of 3,900,000 business establishments. 

No single business publication gets the creall 
of this enormous market...but Nation’s Busines 
reaches more than any general business magazine 

With more than 660,000 circulation, Nation’ 
Business can match its big company coverage with 
any medium...can show more major executivé 
of major corporations among its subscribers. 

And after you’ve fine-tooth combed the uppé 
bracket... Nation’s Business offers another 200,00 
business prospects reached by no other general 


Burninc IpgeA... Setting fire to coal 
underground and selling the gas is one of 
the big ideas developed for business by 
SRI engineers .. . “Southern Research 
Institute,” by O. K. Armstrong. 
Fortune’s Frontier... The Northwest 
of US & Canada with 2,000,000 sq. miles, 
7 million people, is a vast unexplored 
opportunity ... “Our Forgotten Frontier 
in the Northwest,” by Sidney Morrell. 


HitsmitH...In 15 years Richard Rodgers 
wrote music for 27 musicals, with 23 
successful ...‘‘Broadway’s Miracle Man,” 
by Allen Churchill. 


Canine CHaracter ... Making a dog’s 
personality over shortened his span...See 
**Kindness Can Kill,” by Harold Titus. 


Anp A Dozen OTHER timely articles for 
the business man in the August issue. 


—= 


————— 
JONSON 
ict Cats 


a 
= 


: ; 22 . Adver 
~ as oo ge Ta Eo mt Los. sa ete 
. << ee Col 
: : Pa | SyR. 
24 | lat 
es a “g has 
| 0 ie we 
; SO Me, are” ae . with € 
eee a ” ine 
: (8) O\]-s | ohOoL-A “Ins 
; -#) (4 | licatio 
| i | S tury t 
e <TagoRs Pur, 
Adame 6). te i twofol 
—— 1 pbs 
| ~ sm Pitan ee aes * | at the 
| “eee te) a 
" ~J 
i + s “wi 
{@ 4 se Beals, 
‘ 3 sales 
: | 3 Pee, colum 
? | nape pny 
| | Oe ee point. 
held i 
i a than ] 
c TS —— 
= 
: 
| — 
, Oi, Be F , — 
Ai —_ 
~ | — 
. LAAN _ 
eC I 
| ao ———=> Fo 
; ame OT A 
a nT 
3 
busin 
| can p 
; unde! 
; d 
‘ anoth 
: ~ 
S go) TEST 
af . Pe . 
ms B i : bi indic 
: : a\ It 
: ~ whicl 
PS to inf 
as 
Po PTYTITITITITITI Tri Nations iy wich 
y a ee all 
: ne ‘i pee * ¥ || 
= Pte 22 ee 
, ; Mik , iy. 
: Pe é ’ ; ! 
F 
. ie me va! ia See - - - Ge ; — vide : es a : ss | p ee ae i aaa Ms cts ae et aenoen : Bg ane oe . nes i ih eR ese Lo i i ee 


Advertising Age, August 7, 1950 


New Carrier House 
Organ Carries One 
Column per Page 


Syracuse, Aug. 2—Carrier Corp. 
has launched an unusual new deal- 
er house organ, 5x13%” in size, 
with each of the 24 pages designed 
to carry a single column of type. 

“Inside Carrier,” the new pub- 
lication, is set in ten point Cen- 
tury type, expanded, 22 picas wide. 

Purpose of the unusual size is 
twofold. Carrier feels that it makes 
the publication easier to read and, 
at the same time, is more economi- 
cal to produce. 


a “We believe,” says Leslie M. 
Beals, director of advertising and 
sales promotion, “that the single 
column page has numerous ad- 
vantages from the reader’s stand- 
point. A spread of pages can be 
held in reading position with less 
than 10” between hands, or folded 


back into still more comfortable 
reading on crowded trains.” 
Through use of the single col- 
umn of type on each page, the 
company has eliminated an impor- 
tant part of the makeup cost, since 
the only consideration is whether 


one story should precede or follow | w. 


another. 

The new house organ will be 
published monthly, with each 
issue dressed in one of four color 
schemes. The colors will be rotated 
every four months. 

Taylor Poore of Tempo Studios, 
Chicago, was design consultant. 


P&G Sponsors Musical 


Beginning Oct. 2, Procter & Gam- 
ble Co. will sponsor Broadway 
and Hollywood talent on hour- 
long musical comedies, operettas 
and revues over the NBC-TV net- 
work on alternate Mondays, at 
9:30 to 10:30 p.m., EST. Sponsor- 
ing products are Camay and Tide. 
Agencies are Pedlar & Ryan and 
Benton & Bowles. 


Name NAB FM Committee 
Chairman of the five-man FM 
committee of the National Assn. 
of Broadcasters for 1950-51 is Ben 
Strouse, WWDC-FM, Washington. 
Other members are: Frank U. 
Fletcher, WARL-FM, Arlington, 
Va.; Everett L. Dillard, WASH, 
Josh L. Horne, 


er, WEAW, Evanston, Ill.; Victor 
C. Diehm, WAZL-FM, Hazleton, 
Pa.; and Matthew H. Bonebrake, 
KOCY-FM, Oklahoma City. 


Aitkin-Kynett Appointed 

Van Wagenen & Schickhaus Co., 
Newark and Jersey City, associat- 
ed plant of Swift & Co., Chicago, 
has appointed Aitkin-Kynett Co., 
Philadelphia. The company soon 
will begin its first regional cam- 
paign. ; 


‘Color’ Appoints Young 

Elliot G. Young has been ap- 
pointed Cleveland representative 
for Color, Negro magazine. 


Labor Union Takes Option 
on Utah Radio Station 


The Utah Federation of Labor 
has signed a two-year option for 
the purchase of Station KNAK, Salt 
Lake City, according to a joint an- 
nouncement by Federation Presi- 
dent F. H. Latter and H. D. John- 
son, president of the Granite Dis- 
trict Radio Broadcasting Corp. The 
FCC must approve the sale, price 
of which was set at $200,000. 

Johnson stated that the only 
other radio station in the nation 
owned by a labor organization is 
in Chicago (WCFL). He added 
that the purchase of the station 
is not contemplated for the sole 
purpose of airing labor’s view- 
point. 


To ‘Rocky Mountain News’ 


Dorothy Roberts, formerly ad- 
vertising manager of O. P. Baur 
Confectionery Co., Denver, has 
joined the advertising sales staff 
of the Rocky Mountain News. She 
also will have charge of the News’ 
shopping column. 
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business magazine—a plus market of billions that 
can put fat on this year’s quota, and foundation 


under any company’s future. 


Narion’s Business, incidentally, is not just 
another business magazine, not a mere vehicle of 


WATCH 
REPAIR 


rather than information, is concerned with causes 
rather than effects. 


It is of little interest to the business man who 
is interested only in his monthly P&L statement, 


business news, manufacturing, markets or trade 
indices...but a magazine for the business man. 
It takes the long view...appraises the factors 
which affect all business, covers conditions likely 
to influence general business, gives interpretation 


too tired or bored to care about anything outside 
his own business field. 

Yet enough business men want this magazine 
enough to pay $15 in advance for a three-year 
subscription...togive Nation’s Business the largest 
all-business circulation of any business medium, 
and to keep it growing year after year. 

And the Nation’s Business subscriber is likely 
to pay just a little more attention to your advertising 
message...when it comes in Nation’s Business. 

Nation’s Business is a rising medium in a rising 
market...invites the advertiser with something 
worthwhile to sell to business—to rise with it. 

Any Nation’s Business office can give you the 
facts you need about this market and medium. 
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NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO, 
LOS ANGELES, SEATTLE AND DALLAS 


Shaving Habits 
in St. Paul 


Eighty-one percent of the 
heads of St. Paul households pur- 
chase blades for safety razors 
whereas 24% report using electric 
shavers. Over the past four years 
this percent of razor blade buyers 
has dropped consistently from 
84% found in 1947, while during 
the corresponding period owners 
of electric shavers have increased 
three percentage points from 
21%. Within both classifications 
brand position shows some 
switches, but generally there is 
little statistically significant 
change in the relative percentage 
of brand preferences within the 
two classifications. 


In the razor blade classifica- 
tion, the relationship between 
the double and single blade 
users has been astoundingly 
constant over the four years 


measured: 


Users of double —_ Users of single 
edged blades edged blades 
1950 70.8% 29.2% 
1949 §=70.9 29.1 
1948 870.8 29.2 
1947 = 70.7 29.3 


Another interesting compari- 
son is the relationship between 
regular and brushless shaving 
cream users: 


Percent of heads 
of St. Paul Percent of 
households heads, etc. 
who use brushless 
regular shaving shaving 
cream cream Total 
1950 41% 28% 69% 
1949 4] 33 74 
1948 34 29 63 
1947 39 32 72 


These percentages do not add 
up to 100% horizontally because 
the remainder use electric shav- 
ers, shaving soap or some other 
means; nevertheless the total 
column gives some idea of what 
portion of the total market the 
two classifications cover. 


The data given above are from 
“The 1950 St. Paul Dispatch- 
Pioneer Press Consumer Analy- 
sis of the St. Paul Market”, a 
market research report published 
annually by these newspapers. 
The study includes 150 product 
classifications covering foods, 
soaps, toiletries, beverages, home 
appliances and general shopping 
habits. For current data con- 
cerning your product in the St. 
Paul Market, write for this re- 
port: General Advertising De- 
partment, St. Paul Dispatch- 
Pioneer Press, St. Paul, Minne- 
sota; or Ridder-Johns, Inc., New 
York, Chicago, Detroit, Minne- 
apolis. 
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Senate Group Plans 
Postal Rate Action 


at Closed Session 


WASHINGTON, Aug. 3—After 
marking time for more than a 
month, members of the Senate 
post office committee will meet 
behind closed doors Tuesday in an 
effort to agree on legislation in- 
creasing postage rates. 

“Final” hearings on the $130,- 
000,000 rate increase, approved by 
the House in February, were held 
during May and June, but Senate 
committee action was held up so 
that Sen. Olin Johnston (D., S.C.), 
committee chairman, could partici- 
pate in his state’s primary elec- 
tion. 


ws During the closed sessions, the 
committee is expected to revise 
proposed increases in second class 
rates to eliminate House provisions 
which heap the bulk of the in- 
creases on nationally distributed 
magazines and business papers. 

During hearings this spring, sev- 
eral committee members indicated 
they would prefer a “moderate” 
increase in second class rates 
which would be shared by all mail 
users. Several publishing groups 
have suggested that increases be 
held to 10% per year, and extend 
over two or three years. 


LEHMAN URGES GRADUAL 
POSTAL RATE INCREASE 

WasuHincTon, Aug. 2—The office 
of Sen. Herbert H. Lehman (D., 
N. Y.) yesterday released an ex- 
change of correspondence between 
Sen. Lehman and Sen. Olin D. 
Johnston (D., S. C.), chairman of 
the Senate’s post office and civil 
service committee, in which the 
New York senator urged that any 
necessary increases in second class 
postage be spread over a period of 
two or more years. 

Pointing out that some increases 
seemed inevitable, Sen. Lehman 
said, “It would seem to me that a 
schedule of graduated increases in 
second class mail rates would be 
both practicable and desirable.” 

Sen. Johnston replied that “un- 
questionably the graduated in- 
crease will be easier for the pub- 
lisher to absorb, and since it ap- 
pears to be more acceptable to 
the Post Office Department, no 
doubt the committee will look with 
favor on this phase of the matter.” 

He did not fail to point out, 
however, that there is a wide dis- 
parity between the amount of in- 
crease suggested as “acceptable” 
by the publishers and that asked 
by the Post Office Department. 


Dorland Appoints Two V. P.s 


Ernest Davids, an advertising 
consultant the past 17 years, has 
been named to the newly created 
post of vice-president in charge of 
administration of Dorland Inc., 
New York. Robert Weill, account 
executive with the agency, has 
been appointed a vice-president, 
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Columbia Revives System 
for Signalling News Time 


The Columbia Broadcasting Sys- 
tem, New York, has reestablished 
the signal system used during 
World War II for altering net- 
work stations and affiliates for 
special news bulletins. Known as 
“the beep system,” the signals are 
audible to home radio listeners 
as well as station engineers. Their 
frequency in number determines 
the type of news program to be 
expected. 

A two-peep signal means that 
the coming quarter-hour portion of 
the program will begin with a bul- 
letin of very important news. Two 
sets of three beeps is the signal 
for a news bulletin worthy of im- 
mediate network transmission. A 
“super beep,” consisting of a sin- 
gle signal of five seconds’ duration, 
heralds extreme emergencies and 
news of great importance, and in- 
structs all affiliated stations to 
join the network. The fourth sig- 
nal, five beeps followed by five 
more, signifies that a special news 
program will follow at the be- 
ginning of the next quarter-hour 
segment, replacing all or part of 


the network program scheduled. 


Secretary of Navy Matthews 
Named President of WOW 


Secretary of the Navy Francis 
P. Matthews has 
been elected 

resident of 

‘OW Inc., Oma- 
ha, which oper- 
ates Stations 
WOW and WOW- 


July 18. 

Lyle De Moss, 
assistant general 
manager of the 
station, has been 
named to the post of acting gen- 
eral manager and will handle the 
late Mr. Gillin’s duties. 


New Trade Mag Out 

A new trade publication, Out- 
door Furnishings & Recreation 
Room Equipment, will be issued 
bi-monthly, starting in Septem- 
ber, by Lumber Buyer’s Publish- 
ing Corp., Chicago. The book will 
be circulated among retailers, 
wholesalers and jobbers of out- 
door furniture and recreation room 
equipment. 


F. P. Matthews 


Twin Coach Steps Up 
Trade Campaign with 
Boost for Propane 


CLEVELAND, Aug. 3—Twin Coach 
Co., Kent, O., maker of propane- 
powered busses, extols the low cost 
and abundance of propane in a 
stepped-up advertising program 
kicked off with two-page inserts 
in the August issues of bus trans- 
portation publications. 

The schedule includes Bus 
Transportation, Bus & Truck 
Transport, Canadian Transporta- 
tion, Mass Transportation and Pas- 
senger Transport. Palm & Patter- 
son Inc. here is the agency. 

The move followed the Chicago 
Transit Authority’s purchase of 
500 busses from Twin Coach. 


# Sales information collected by 
the company in bidding for the $8,- 
000,000 Chicago order—one of the 
biggest in transport annals—is be- 
ing featured in the advertising. 
Emphasizing the economy of 
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propane, the message points og 
that the price of gasoline ang 
diesel oil has increased steadily 
since 1940, while propane has 
been becoming cheaper and mor 
plentiful. 

If every bus now in service jp 
the U.S. were using propane for 
fuel they would consume only one. 
fifth of the nation’s output, ac. 
cording to A. C. Palm, agency 
president. 


Call Special NAB Directors 
Meeting for Aug. 7-8 


A special meeting of the boarj 
of directors of National Assn, of 
Broadcasters has been called jp 
Washington Aug. 7-8, to review 
NAB activities in connection with 
the White House request that NAB 
organize the radio industry’s sup. 
port of mobilization and national 
defense. 

The board also will consider ree. 
ommendations of Broadcast Ad. 
vertising Bureau committee re. 
garding separation of BAB from 
NAB, and the relation of these two 
matters to the series of district 
meetings which start with District 
17 in Seattle, Aug. 14-15. 


— 


THE HHONORABLE PIANO 


~+e VERY AMERICAN, AND ALSO CHEAP 


Two generations ago, the Japanese admired 
extravagantly and tried to emulate everything 
American. Among the Samurai, or the Social 
Register families, the United States was the smart 
thing. Every upper class male with yen enough 


took ship for San Francisco. 


Now Osaki Shindig, a nabob of Yamahama, 
while making his all-American, sent home a large 
square piano. He wrote his servants to uncrate 
piano, put on legs, otherwise let severely alone. 
The first American piano in Yamahama was 


foreign imports might hurt the home trade. 

By the discreet passage of some folding money 
to the Shindig servants, Hasitu and two assistants 
got into the house for a close-up of the piano one 
day when the family was away. Quickly, without 


leaving a telltale finger print they took down the 


a social sensation. The local gentry came out in 


gangs to gurgle tea, and gape at the mahogany 


monstrosity from a safe distance. 


But Hasitu, cabinet maker of Yamahama, 
was far from pleased. Hasitu suspected that such 


| 


exact dimensions, and made working sketches. 

Three weeks later, Hasitu put on his Sunday 
bathrobe and sash, and invited all his charge 
customers in good standing to see his Honorable 
Piano, very American, and also cheap. 


Unluckily, Hasitu hadn’t the foggiest notion 


of a piano’s function. When his imitation ivory 


imitation keys were pressed, nothing happened. 
Outwardly it was a grand piano, but the guts 


on 
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Sports Writer Turned Furniture Man 
Uses Ad Column to Boost Sales 


Dayton, Aug. 2—M. Carl Finke, 
former sports editor of the ‘Day~- 
ton Daily News, and now owner of 
a group of furniture stores in this 
area, with headquarters at Fair- 
born, ©., is now combining his 
present and his former jobs. 

Mr. Finke has brought back his 
old column, “Finke Thinks,” in the 
Fairborn Herald; but instead of 
being paid for his efforts, the ex- 
sportswriter is paying for the ad- 
vertising space. The weekly col- 
umn is marked as an advertise- 
ment and has the outside left pos- 
ition on the sports page. 

Featuring memories of the 1920s, 
comments on current sports, some 
ribbing of the local scene—and 
plenty of specific tips on what to 
buy at Finke’s stores—the author 
writes in an informal style and 
makes no effort to conceal the fact 
that he wants his readers to follow 
up the advertising tips. 

The column first appeared in 


the July 20 issue, and was announ- 
ced editorially on the front page. 
Besides the sports stories and local 
comments, there were tips on RCA 
television, Hotpoint refrigerators 
and automatic washers, Bigelow- 
Sanford carpets; and a two-day 
Armstrong linoleum special upon 
mention of the column. 


Gets American Wine Account 


Hixson & Jorgensen, Los An- 
geles, has been named to handle 
the advertising of American Wine 
Co., maker of Cook’s Early Amer- 
ican and Cook’s Imperial cham- 
pagne, Beverly Hills, Cal. The ac- 
count was formerly handled by 
a Cone & Belding, Los An- 
geles. 


WHLI Appoints Rambeau 
William G. Rambeau Co., New 


NBC Names Samuel Fuller 


Samuel C. Fuller, radio and 
television producer-director, has 
been appointed a producer for NBC 
television. He was formerly super- 
visor of the radio and television 
department of Young & Rubicam, 
Hollywood. Mr. Fuller has handled 
“The Bob Hope Show,” “Jack Car- 
son,” “My Favorite Husband,” 
“The Halls of Ivy” and “Silver 
Theater.” 


Vokar to VanSant, Dugdale 


Vokar Corp., Dexter, Mich., 
has named VanSant, Dugdale & 
Co., Baltimore, to handle adver- 
tising of its Dee Tee system for 
degreasing differentials, transmis- 
sions and overdrives of cars, trucks 
and tractors. Trade publications, 
direct mail and merchandising aids 
will be used in the campaign, 
which will start in September. 


Brightwater Names Rader 
Charles O. Rader, formerly sales 

and advertising manager of the 

Aer-a-Sol division of the Bridge- 


York, has been appointed national! port Brass Co., Bridgeport, Conn., 
representative for Stations WHLI| has been appointed general sales 


-FM, Hempstead, Long 


lc 


manager of the Brightwater Paper 
o., New York. 


Collier ‘Letter Book’ 
Offers Ideas on How 
to Sell by Mail 


Cuicaco, Aug. 3—“In a good 
sales letter it’s not enough to tell 
the reader to ‘order now’ or ‘mail 
the enclosed card at once!’ Why 
must he do this? What will he gain 
by doing it now? What will he lose 
by delay?” 

Thus does Robert Collier express 
his theory of good mail selling 
technique in the sixth edition of 
“The Robert Collier Letter Book” 
published recently by Prentice- 
Hall, price $5.65. The book first 
was published in 1931 and this is 
the first revision since 1937. 

Mr. Collier, judging from the 
book, has sold just about every- 
thing there is to sell, from anthra- 
cite coal to silk stockings—and all 
by mail. 


a The most certain thing about 
selling by mail, Collier says, is its 
uncertainty. The only way to be 


were missing. When Hasitu discovered his grave 
error, he correctly committed hara-kari ...The 
Japanese have many admirable traits. 


Many a buyer of displays mistakes a Hasitu 
for a Mason & Hamlin, a showy piece of printed 
matter for a selling aid. 

Most store display is 
lithographed, but not all 
lithographic jobs are 
effective display. A 
good lithographer — 
can turn out bad displays, and often does. 

We happen to be good lithographers...with a 
large staff of unusual ability and long experience, 
know and practice all the best techniques, and 
pioneered in a few, such as dot etching and direct 
color reproduction. 

We have a magnificent new plantat Fairlawn, 
N. J., magnificently equipped with everything to 
do the best possible work. 

For thirty years, our interests and abilities 
have been centered on store display. 


In our book, a display starts with a 
selling idea and not a good looking 
illustration. 
We start with the function of the 
display rather than mechanical 
specifications. 

Our requirements for any 
display . . . counter, floor, 


the prospect, show the product, 


sell the story, reinforce and 
recall consumer advertising. 


* 
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We spend a lot of time and study in Main 
Streets and back alley outlets, in department 
stores and supermarkets... finding out. what 
makes displays work and why, checking on our own 
production and the competition of our customers. 

Watching displays at work helps us make 


displays that work better! 


Since the War Einson-Freeman has developed 
a number of new and effective techniques. . . 
animated displays powered by small motors, and 
small independent, economical battery operated 
units... Technicrome which permits illumination 
and selective use of standard display material . . . 
the mobile book, with moving pages for a multi- 
message, in the simplest and cheapest form... 
and other novel adaptations of older forms. 

We supply displays to many of the largest 
advertisers . .. and get their orders year after year, 
regardless of price competition. 


All display is expensive. 

The average display piece costs two dollars. 
Shipping costs money. So does salesmen’s time. 
Windows and floor space cost a merchant money 
whether you pay for them or not. 

No matter what your purchasing agent saves 
on a lithography order, the most expensive display 
is the one that doesn’t get used! 

And as long as you spend for displays, why 
not get the most for your expenditures? 


EINSON-FREEMAN CO.., iwc. 


Producers of displays that do something! 


Starr & Borden Avenues, Long Island City 
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sure whether or not a particular 
scheme will work is to try it—and 
if it doesn’t work, try something 
else. 

The “Letter Book” is a combina- 
tion of advice and exhibits. The 
advice consists of general rules 
that Collier suggests as a guide; 
the exhibits are scores of letters 
that have proved highly successful, 
and details on how various sell- 
ing-by-mail campaigns have been 
planned and carried out. 

Several of Mr. Collier’s own ex- 
periences make interesting read- 
ing. There is one chapter devoted 
to how he sold $2,000,000 worth of 
O.Henry books in two years; an- 
other tells how he sold $1,000,000 
worth of books on practical psy- 
chology in six months. 

One rule of selling by mail that 
he stresses calls for dangling bait 
before the prospect’s eyes. 

“Set a limit beyond which or- 
ders will not be accepted,” Collier 
says. “Or give a valid reason why 
the supply is strictly limited. Or 
announce an increase in price that 
takes effect on a certain date. Or 
make a special combination offer, 
good only for a limited time.” 

Mr. Collier died on Jan. 9, 1950, 
just as the final plates for this 
edition of his “Letter Book” were 
being made. 


Fairbanks Productions Sues 
Horace Heidt, Glenn Miller 


Jerry Fairbanks Productions, 
Hollywood, has filed suit asking 
for $600,000 from Horace Heidt, 
Horace Heidt Productions, and 
Glenn Miller, former Fairbanks 
production manager who now 
heads the band leader’s film unit. 
Fairbanks also asks for an injunc- 
tion to prevent Heidt and Miller 
from using the producer’s patented 
Multicam filming technique and 
“secret and confidential processes, 
methods, techniques and mecha- 
nisms.” 

The complaint also asks for an 
injunction to prevent Heidt from 
showing a filmed program which 
Fairbanks charges was photo- 
graphed by a process copied from 
the Multicam system, and for an 
accounting of all profits thus far 
realized from the film. 


Magee Continues Campaign 


Magee Carpet Co., New York, is 
continuing its spring campaign 
with full-page, full-color ads in the 
fall issues of Better Homes & Gar- 
dens, Brides’ Magazine, House 
Beautiful, Ladies’ Home Journal, 
Living for Young Homemakers, 
McCall’s and Today’s Woman, The 
ads feature the theme, “Live with 
tomorrow’s fashion today.” Grey 
Advertising Agency, New York, 
handles the account. 


Opens Professional Contacts 


Dale C. Edelman has opened 
Professional Contacts, 3411 Boudi- 
not Ave., Cincinnati, to promote 
specialty sales and advertising. 
The new concern will apply for 
Seapine in Ohio and New 
York. 


want 
more 
sales? 


EKCO 


the greatest name in 
housewares can develop 

a plan to fit your sales chan- 
nels... write, wire or phone 


EKCO PRODUCTS COMPANY 


DEPT. Al, CHICAGO 39, ILLINOIS 
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Burnett Agency Hits $22,000,000 
in Billings on 15th Anniversary 


(Continued from Page 1) 

to the point of dowdiness. No client 
could possibly be impressed by the 
“early modern” (and well worn) 
furniture, and that is all right with 
Burnett. He is not in the business 
of impressing people, either busi- 
nesswise or socially, with his dress, 
his demeanor or his worldly goods. 

He is a poor public speaker, sel- 
dom audible beyond the first four 
or five rows; he reads his talk and 
makes no gestures. But those who 
have heard him know that Leo 
Burnett never makes a speech to 
fill a spot on a program; he talks 
only when he has sqmething to 
say. 


s Born in St. Johns, Michigan, 
where his father had a dry goods 
store, Leo went through all the 
stages which are common to many 
admen. He worked on all three 
weeklies in the town, setting type, 
running the presses, reporting, 
editing. When he got out of high 


this feeling was that his classmate 
and friend at Michigan, O. B. Win- 
ters (late, famed adman who is 
generally recognized as one of the 
great creative ad writers of all 
time) had landed a job working 
on a house organ at Packard Mo- 
tor Co., for which he was getting 
the lush salary of $35 a week. 

Leo wrote O. B. and asked him 
to look out for a job for him in 
what was then the burgeoning au- 
tomobile industry. At the same 
time he made the same request of 
his old college professor, and was 
informed by return mail that Cad- 
illac was looking for a house organ 
man. Promptly, Leo was in De- 
troit, talking to Earle C. Howard, 
Cadillac sales manager, about the 
job. He joined the company in the 
fall of 1915 and subsequently took 
over the advertising manager du- 
ties. 

Burnett tells, with the proper 
humorous disgust associated with 
such stories, of his war experience; 


BUNCH OF PIE MEN—Bill Young (seated), Joe Greeley, account executive, and Andy 


Armstrong, creative director, present some 


Burnett agency's wares to Pills- 


bury clients Robert J. Keith, director of advertising, and Earl A. Clasen, advertising 
manager, the two gentlemen seated at the right. 


school he taught country school for 
a year, and then went to the Uni- 
versity of Michigan. y 

There he demonstrated in ample 
measure the Burnett ability to do 
four or five people’s work. He was 
very active on all the college pub- 
lications, including the “Michigan 
Daily” and the “Gargoyle,” and 
still found time to wait on tables, 
to teach himself the art of show 
card writing so that he could do 
the cards for an Ann Arbor de- 
partment store, to dress windows, 
and in between times to write 
short stories and articles. 


a He was all set to be a journalist, 
and since his favorite professor 
thought the old New York World 
was the greatest paper in Amer- 
ica, Leo planned to head for New 
York. But after graduation in 1914, 
he stayed on as editor of the sum- 
mer school paper. One Saturday 
he met a man who had come up to 
report on early football prospects 
for several newspapers, and they 
discussed Leo’s plans to go to New 
York. 

Informed that he had no job 
there, the writer said: “Why don’t 
you go to Peoria?” Leo averred 
that he had nothing against Peoria, 
but had never thought of going 
there. But the football writer was 
insistent. He called the editor of 
the Peoria Journal and promptly 
advised Leo that he had a job 
there as a reporter starting the 
following Monday. 

So Leo Burnett became a news- 
paper man, at $18 a week, “and 
fighting like hell to win the weekly 
prize of $1 offered for the best 
exclusive story.” 


= But a year or so gave Leo the 
idea that he wasn’t to go very far 
or very fast as a Peoria journalist. 
One of the factors contributing to 


but what happened is perhaps as 
good a clue to the man’s person- 
ality, perseverance and thorough- 
ness as any incident could be. 
When the U. S. got into the war, 
Burnett and a number of fellows 
in his circle enlisted in the Navy, 
signing up for an ensign training 
program. 

Something went haywire, how- 
ever, and it was more than a year 
before any of the group was ac- 
tually called to service. In the 
meantime, Burnett was married. 


— ae 
LAUNCHING PURE OIL TV SHOW—F. H. Marling, advertising manager of Pure Oil 
Co., agency's oldest major radio account, works out detail of new TV show with 
Burnett executives. Left to right: Cody Sattley, radio and TV writer; Bill Weddell, 
head of broadcasting department; Leo Burnett; Paul C. Harper, account executive; 
Mr. Marling; Burnett v. p.s Dick Heath and Jack O'Kieffe. 


When he wasn’t master-minding 
Cadillac advertising, Leo was 
studying—with the aid of a tutor— 
mathematics, Morse code, sending 
and receiving ship signals in 
preparation for that ensign’s course 
for which he had enlisted. He even 
induced his bride to become a pro- 
ficient flag signalman, so that he 
could practice up on receiving the 
signals. 

The pay-off, of course, came 
when he was finally called to ac- 
tive service. He was sent to Great 
Lakes as a seaman second class, 
the ensign training course was for- 
gotten, and he spent the war 
cracking eggs, peeling potatoes, and 
hauling bags of cement for the 
construction of a breakwater. 


a When this highly tutored second 
class seaman was mustered out, 
he went back to Cadillac. But just 
about then Earle Howard and a 
group of Cadillac men, with the 
assistance of Charles Nash and 
other prominent figures, broke off 
from Cadillac to form LaFayette 
Motors Co., which was to be the 
super-luxury automobile line. 

Leo went with them as adver- 
tising manager, and it was then 
that he did his “unscientific” pick- 
ing of an agency. The agency was 
Erwin, Wasey & Co., then still an 
exclusive Chicago operation, and 
Leo, unaware that there were such 
things as five-day weeks, came up 
from Indianapolis to Chicago one 
Saturday morning to complete his 
investigation. 

He found a skeleton crew at 
work, asked for Mr. Erwin and 
for Mr. Wasey. Neither was in. 
Was there anyone around with 
whom he might discuss a new ac- 
count?, he inquired. Well, yes, Art 
Kudner, the copy chief, happened 
to be in the office, and maybe Mr. 


Burnett could talk to him. 

He did. The two hit it off right 
away, and when the top brass 
came in Monday, Kudner was able 
to announce that Erwin, Wasey 
had just acquired a lush new au- 
tomotive account. (On that in- 
teresting Saturday, Leo didn’t 
even know that his old friend O. 
B. Winters had just joined the 
agency.) 


s But the LaFayette idea, like a 
good many others, was timed 
wrong. The depression of 1921 
caught the infant company, and 
things were pretty grim. Among 
other things, LaFayette decided to 
move. Leo and his wife loved In- 
dianapolis, and felt rooted there, 
so when Homer McKee, then run- 
ning what Leo called “a live lit- 
tle agency” in Indianapolis, of- 
fered him a job, he took it. He 
stayed there about eight years, 
working on Realsilk, Marmon, and 
a number of other accounts. 

In his LaFayette days, Burnett 
spent a great deal of time in Chi- 
cago, and he and Art Kudner be- 
came more and more fond of each 
other. When LaFayette folded up, 
Kudner offered him a job, and 
when Burnett decided to stay in 
Indianapolis, Kudner left the job 
offer open. 


ws Came 1929. By that time Kud- 
ner, Winters, Wasey and all the 
top brass were in New York, run- 
ning what was then very close to 
being the world’s largest advertis- 
ing agency. Burnett called Kud- 
ner. Kudner said, “Go to work in 
Chicago.” So Burnett became vice- 
president and creative director in 
the Chicago office, handling crea- 
tive and contact work on Min- 
nesota Valley, Hoover, Realsilk 
and other accounts. 


BURNETT BRAIN TRUST—During full dress (and shirtsleeve) Plans 
Board session are (standing, left to right) Leo Burnett; John Ol- 
son, vice-president; Rod McKenzie, creative director, and Ex- 


ecutive Vice-President Dick Heath. Seated, still working clockwise, 
Vice Presidents Bill Young and Jack O’Kieffe; Creative Directors 
Arch Macdonald, Al Winthrop, Bill Tyler, Bob White, John Craw- 
ford and Andy Armstrong; and Vice-President Jim Weber. 
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But toward the end of his figgt 
year tenure, Burnett became 
and more unhappy in his post. Tj 
Chicago office, once the back 
of the agency, and still impor 
was then something of a stepchi 
suffering from absentee owne 
Leo decided he wasn’t getting - 

wi 


younger, and he might as 
move out for himself. Act 
when Kudner announced he w 
leaving Erwin, Wasey & Co, 
establish his own agency under 
own name, the Burnett announ 
ment of similar import was 
ready in the mail. 

In the staff booklet produced 
the 15th anniversary celebratij 
Burnett recalls those foun 
days: 

“After we got settled (in 
eight-room wing) in the Lon 


ab 


| Guarantee building, we put a bows 


of red apples in our receptigg 
room just to brighten things uD # 
bit and as a sign of hospitality, 
“Maybe it was just the H 
in us. Anyway the country wa 
still in the last stages of the de 
pression and the skeptics said thal 
before many months we would i 
selling apples in LaSalle Street.§ 
“It was a good wisecrack but of 
course it only egged us on. 


a “As a symbol in our agency we 
adopted the device of a hand reach 
ing for the stars to express the im 
spiration and aspiration which we 
hoped to make the guiding spirit 
of our company. It was conceived 
and roughed out in our shop bit 
put into final form by Walter Dom 
win Teague. (He wouldn’t let @ 
pay him for it and this seems like 
a good occasion to acknowledge it} 

“Although it was never officially 
adopted as our corporate mottg 
‘Reaching for the Stars’ came #@ 
stand for something pretty real ig 
our shop and it still does. 

“It states an aim and it define 
pretty well an attitude toward that 
aim. 

“When you ‘Reach for the Stars 
you may not quite get one, but you 
won’t get a handful of mud either, 

“When you’re stretching w 
you’re not likely to be looking 
down. 

“When you’re constantly trying 
for something better and higher 
you don’t quite get conditioned 0 
accepting something that’s almost 
as good. 

“Anyway, if you’re ‘Reaching 
for the Stars’ you can’t possibly 
get caught sitting on your status 
quo. It is suspected that status quo 
sitting is the prime cause of most 
cases of advertising arthritis.” 


ws With him from Erwin, Wasey 
came DeWitt (Jack) O’Kieffe, 
whom Burnett had brought uw 
from Indianapolis, who is vice 
president and who from the start 
has been a creative spark plug of 
the business; John Olson, now 
vice-president in charge of att; 
Margaret Stevens, copy; Strother 
Cary, service; and Mary Keating, 
Leo Burnett’s Girl Friday and 
assistant treasurer of the company. 

Another of the company’s small 
band of “pioneers,” although he 
didn’t come over from Curtis Pub- 
lishing Co. until about a year after 
the agency was founded, is Dick 
Heath, executive vice-president 
and a key man in the Burnett set 
up. Heath came from Michiga® 
too (Bay City) and is also a grad- 
uate of the city room, having for- 
merly served as night city editor 
of the Detroit Free Press. 


= Leo Burnett has been called 
an “advertising man’s adman,” 4 
“copy wizard,” a “genius” and 
various other designations. He has 
been accused of running a one- 
man agency (he does, of course 
own a substantial controlling im 
terest), of running an advertising 
“sweat shop,” of working him 
to death, and of a variety of other 
uncommon actions. 
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” Ii's« reasonable hour of the day when you read packages) ... When you get back home yow inne 
this ad and if this cake appeals to you, why don't ahs an th in dh, 
you go around to your grocers and get yoursell a 
package or two of these new Pillsbury Cake Muxes? 
«++ (They've the ones in those neat blue and while 


everyting you need righ gr exenpt . 
which yor add) to make a cake pst as handeome, 
just as attention-getting, ju» ay joy-giving as the 
cake you see here...Why not this very night’ You 


ne ee 


halons 


+ 


a. 


AA asked Leo Burnett: “Are there five or six ads or 
campaigns your agency has created which stand out in 
your mind for one reason or another—either because 
of the circumstances surrounding them, the results they 
achieved, or for some sentimental reason?” His answer 
was the six ads shown here, and these comments on them: 

“ ‘Harvested in the Moonlight,’ featuring Green Giant 
peas. This is significant to me because it presents a 
up powerful reason-why idea about the product in a ro- 
mantic, intriguing and newsworthy manner. This ad was 
the start of a complete new phase of advertising for 
of this client. 


client. It appeared in black and white in newspapers and 
as a two-column ad in magazines. It came at a time when 
the B vitamin craze was on in a big way and offered the 
first real news about meat as a product which had been 
presented in many years. While its effect on pork sales 
in stores and restaurants was almost immediate, it is 
principally significant in that it was the start of an 
educational campaign on the nutritional values of meat 
which has continued without interruption for more than 
ten years. 

“ ‘America’s Will to Work’—for Hoover Co. It ran about 
a month before Pearl Harbor and in blank verse reflected 
the spirit of the times. It was a purely institutional ad 
by the leader in an industry, but it received wide acclaim 
from people in all walks of life, and the Hoover people 
regard it as a high watermark in their long advertising 


primary importance. This ad goes all the way in deliver- 
ing a quality appetite appeal impact with luscious color 
photography in a bleed page. We believe it is the largest 
cake ever shown on a magazine page. Brief, disarming 
copy points to the praise any woman can get from such 
an achievement, and the ease of doing so. 

“ ‘The Mouse Ad’—for Naturalizer shoes, a division 
of Brown Shoe Co. Here is a case of an ad that was ‘fun 
to look at’ but which also featured an important selling 
point—that ‘a perfect fitting shoe looks good from any 
angle.’ Also, it employed what we call a ‘white bleed’ at 
a time when this technique had rarely been employed, if 
ever. It ran during a period of scarcity and was primarily 
a brand identification ad, but it embodied a solid selling 
thought and aroused a lot of comment at the time. It 
was one of a series. 

“In all of our advertising you will observe strong 


This Very Night?’—for Pillsbury cake mixes. 
case where quality of the end result is of 


product identification which is all part of the ‘forthright- 
ness’ which has always been one of our guiding principles.” 


ow “Santa Fe ad with the Indian boy writing in the sand.’ 
urt; We called the little fellow ‘Chico’ and he has since become 
her almost a trademark character for the Santa Fe System 
ng, lines. While of the poster type, this ad sells the atmosphere 
ind and romance of the Santa Fe country. : history. 
ny. “Recent Findings About Pork’—for American Meat “ «What, 
a Institute. This is one of the first ads we ran for this Here is a 
ib- 
ter All of these designations and ac-| I’m a hungry guy for ideas and I 
ick cusations irk him equally. Being| don’t care where they come from. 
ont an “advertising man’s adman” or| “We do our best work and enjoy 
et- some sort of copy genius is just] our soundest relations with clients 
an 80 much hooey, he says. They} because we strive to do more than 
d- Imply some kind of professional|deliver professionally competent 
or dilettantism that he abhors. Good advertising. We want to be an ac- 
tor advertising, Burnett believes with tive partner in a client’s business, 
his soul, is not some starry-|making sure that the advertising 
eyed genius dreaming up a bright|he buys is the culmination and 
ied idea, but hard work and intelligent | expression of the best product and 
-a@ ‘amwork applied against a spe-|best merchandising and _ selling 
nd § “lic problem, working with aj techniques that can possibly be put 
as @ “lent “in depth” so that every | together.” 
= and facet of his operations 
a can be considered. a And one of the Burnett staff 
~ comments cogently that “Leo Bur- 
ng 8 “We have absolutely no pride of| nett is the greatest brain picker in 
alt authorship here,” he insists. “No-|the world. In any conference he’s 
we 'y knows for sure who produced|the guy who’s taking the notes. 
Which of our ads. A lot of our best | He’s in there probing, questioning, 
ads can’t be attributed to anyone.| exploring, digging down to bed- 


rock, uncovering all the layers. 
“Then comes the search for the 
key thought—and if possible to 
find it above the level of the com- 
monplace. Anyone working for 
Burnett soon learns automatically 
to resist the obvious, to go on 
searching. Once the search is over, 
then comes an equally determined 
effort to demonstrate the key 
thought in a different way phys- 
ically—and to build the sale as we 
build the ad. We don’t ever want 
a client’s salesman having to ex- 
plain his advertising in advertising 
language to a buyer; the reason for 
the advertising, and what it will do 
for the buyer, should be obvious.” 


m Having his organization (now 
sprawled over four floors in the 
building where it started so mod- 


estly) described as a “one-man 
shop” seems completely silly to 
Leo Burnett. 

His answer to this is simply that 
it is impossible to have a one-man 
operation involving 21 clients ad- 
vertising at the rate of $22,000,000 
or $23,000,000. Even indefatigable 
Leo Burnett, one gathers, can’t do 
all that work himself. He does ad- 
mit, however, that since it is im- 
possible to develop an organization 
exclusively composed of geniuses, 
the agency goes in heavily for cre- 
ative line-backing, or what he 
calls supervision, which he thinks 
is far better for all concerned than 
any type of formalized training. 

He admits, too, that Burnett 
works hard. “I still work hard and 
I always will,” he says, “but I’m 
freer than I’ve ever been, and it’s 


getting better all the time. There’s 
no more of that all-night stuff and 
all that. After all,” he solemnly 
averred to this reporter, “I’ve got 
plenty of time to talk to you, 
haven’t I?” And all the while the 
phone rang, he signed and cor- 
rected letters, informed Miss Keat- 
ing that he wouldn’t be able to get 
home that night, conferred briefly 
with two or three staffers who 
stuck their heads in the door, and 
generally gave the impression of a 
man who had nothing to do. 


= But there are evidences that Leo 
Burnett Co., which has grown so 
rapidly in recent years that it has 
had the usual troubles of over- 
coming the small agency stage, is 
developing an organizational set- 
up which will function smoothly 
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 MPHEJ Journal- ‘American, with | a new circulation high of 734, 000 


families, cuts a bigger ‘slice of the New York market than ever 


‘hago, : That means eredtes leadership in New York’s higher income 


residential districts“and in the eiaht best suburban counties** where the 


J ournal-American outsells all other metropolitan evening newspapers. 


“ye 


If youre looking for New York families who buy more, and more 


families who buy . . . you'll find them both in the Journal- American. 


x According to a readership survey by another New York newspaper 
+*Latest A. B. C. Audit 
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and efficiently under any circum- 
stances. 

At the apex of the organization 
is the plans board headed by Bur- 
nett and including vice-presidents 
Dick Heath, Jack O’Kieffe, Bill 
Young, John Olson, Bill Weddell, 
Ross Gamble, Jack Willem, Jim 
Weber, as well as Cody Sattley, 
radio and TV writing specialist, 
Bill Tyler and Andy Armstrong, 
creative directors, and the account 
executive and key creative people 
on the account under considera- 
tion. This is a loose, rather than a 
tight lineup, and men are called 
in or not, either from the above 
group or outside it, depending 
upon the particular problem being 
discussed. 


a Typically, in the case of a new 
account, the plans board as a whole 
takes over during the gestation 
period, being completely respon- 
sible for direction of the account 
for six months or a year, or what- 
_ever period it takes to work it into 
the bloodstream of the agency’s 
normal functioning. From then on, 
the account executive becomes the 
“manager” in the daily handling 
of the account but working closely 
with the plans board on all mat- 
ters involving policy, copy themes, 
merchandising plans, etc. 

There are two main creative di- 
visions, one headed by O’Kieffe, 
the other by Young, who, like 
O’Kieffe, was an ex-Hoosier asso- 
ciate of Burnett’s, dating back to 
the Homer McKee Co., and who 
re-joined Burnett following the 
war. These divisions are complete 
creative teams, with a full staff of 
artists and writers, including ra- 
dio, and are further broken down 
into task forces or creative “sec- 
tions.” 

Backing up O’Kieffe are creative 
directors John Crawford, Al Win- 
throp, Rod McKenzie and Cody 
Sattley. The first lieutenants of 
Young are Andy Armstrong, Arch 
Macdonald, Bill Tyler and Bob 
White. 

On new accounts and on all ma- 
jor problems the talent is inter- 
mingled at the discretion of the 
plans board. 


w “We never want to get so pigeon- 
holed,” says Burnett, “that a client 
does not get the benefit of the best 
brains in the house. I have never 
believed in the ‘agency within an 
agency’ method of operation.” 


his stalwart corps of account ex- 
ecutives. These include C. O. Hus- 
ting, Joe Greeley, Don Colvin, Paul 
Harper, F. Strother Cary, Fred 
Thornton, Howard Bede, George 
Stege, Ralph Ellis, Don Harris, 
Don Wells, Willis B. White, Phil 
Bash, Phil Schaff, Owen Smith, 
George Rink, Stanford Meigs and 
Harold Jessen. 

In addition to various special- 
ized departments, the account ex- 
ecutives are backed up by a crew 
of service men, many of whom 
are experienced typographers and 
craftsmen. They are the Watsons 
to their account executive Sher- 
locks. Once a job is past the cre- 
ative phase, these are the men 
who, in collaboration with the art 
staff and the mechanical produc- 
tion team, headed by Burnett-vet- 
eran John Demko, are the dead- 
line meeters. 


s Burnett got some of his early 
merchandising experience person- 
ally stacking peas and corn in 
mass displays and, before joining 
Burnett, Heath had operated his 
own merchandising service in De- 
troit and had made spectacular 
strides with the Curtis Publishing 
Co. through developing sales and 
merchandising ideas for his cus- 
tomers and prospects. 

Many other key people in the 
organization held important sales 
management and sales promotion 
positions in various industries. 

From the start, therefore, mer- 
chandising and marketing, includ- 
ing packaging, new product devel- 
opment, displays, sales training 
and presentations have been a spe- 
cialty of the Burnett operation. 

The first steps toward formaliz- 
ing this department were taken 
late in 1949 when Al Meyer, for- 
merly with D-F-S and the Great 
Atlantic & Pacific Tea Co., joined 
Burnett as a grocery store special- 
ist. It now includes a staff of men 
whose activities are directed by 
Vice-President Willem in collabo- 
ration with the account executives, 
many of whom are expert mer- 
chandisers in their own right. 


e Jack Willem also has general 
jurisdiction over the research de- 
partment and is responsible for 
coordinating all media, including 
radio, into the overall strategy. 

A. Arthur Porter is manager of 
the media department, under the 
over-all supervision of E. Ross 


Burnett places great stress on 


Gamble, who is vice-president and 
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Burnett Lists 12 Principles of Ad Writing 


In the anniversary booklet produced in connection with Leo Burnett Co.’s 15th birth- 


day, the principles which were set up to 


advertising were restated, 


1, Every message in print or over the air must 
have “thought-force”—a central idea which of- 
fers an advantage to the reader or listener in an 
interesting and plausible manner. We have no 
patience with double-talk or muddy thinking. 


2. The reader or listener is presumably a 
human being and must be rewarded in some 
human manner for dwelling on your message. 
Much advertising, we felt, was as dull as ditch 
water. 

. We decided therefore that we would try to 
make our advertising “fun to look at” or listen 
to. Not funny—but fun in a broad, human sense. 


3. To plan the sale as you plan the ad—to 
build ads so strong in selling thought and so at- 
tractive in appearance that they would find al- 
most automatic application at the point of sale. 
We have great respect for the instinctive judg- 
ment of a good salesman regarding the adver- 
tising of his firm. If he is not enthusiastic about 
it, it has two strikes on it going in. 


4. To observe the fitness of things in terms of 
all around good taste and keeping the adver- 
tising “in character” with management thought 
and action. This involves what we call the “over- 
tones” of advertising which are hard to des- 
cribe, but which make the difference between 
an ad that lives and one that is just so-so. 


5. To take the attitude that there is inherent 
drama in the product itself rather than leaning 


a 


govern the organization’s development of 
They are reproduced here. 


on tricks, devices or “techniques.” This also in- 
volves keeping the advertising relevant—shun- 
ning irrelevant approaches in headlines and jj- 
lustrations—no matter how clever they are. 


6. Wherever possible to make important use 
of ihe advertiser’s name and package rather than 
trying to lure people into reading your message, 
They know it’s an ad and they like to look at 
good ads. Why try to fool them? 


7. To keep it simple. 


8. To know the rules, but to be willing to break 
them. This involves a sense of good timing—an 
important factor in successful advertising. 


9. To have the courage to go back to the client 
with a better idea whenever you can find one, 
even if he has already ok’d the ad and is wel] 
satisfied with it. This involves a lot of wear and 
eg and is often expensive, but it usually pays 
off. 


10. To keep our place free from prima donnas; 
to subordinate pride of authorship to a better 
over-all result to which many different people 
may contribute. 


11. To be human without being cute or smart 
aleck; to be sincere without being pompous. 


12. To fight for what we believe in, regardless 
of contrary client opinion, providing our con- 
viction is based on sound reasoning, accurate 
facts and inspired thought. 


treasurer of the company. The de- 
partment does all media buying 
and negotiating. It includes news- 
paper, magazine and outdoor units, 
as well as a radio and TV unit 
which is responsible for all time 
buying, estimating and contracting. 
Yhe magazine and newspaper 
unit is supervised by Roy Boyer. 
Time buying and estimating are 
handled in a special section headed 
by E. G. Eisenmenger. 
The outdoor department is 
headed up by Dick Jones, formerly 
with D’Arcy of St. Louis. 
Carl Dennison backs up Gamble 
on the accounting and financial 
side. 
The broadcasting department, 
headed by Weddell, is primarily a 
creative planning and production 
unit. It includes TV and sound 
slide film activities as well as ra- 
dio, and has the responsibility for 
selecting programs, supplying su- 
pervisory production facilities and 
carrying on negotiations with tal- 
ent and networks, after which the 
media department takes over. 


s Burnett is a bit sensitive about 
being known as a “print” agency, 
and executives are careful to point 
out that more than 25 per cent of 
billings are now in radio and TV, 
and that this fall the agency will 


on the air, as well as seven maior 
network AM programs. The agency 
thus far has a rigid policy against 
packaging its own shows. 

Supervision of radio and televi- 
sion production is handled by Clair 
Callihan and Lee Bland out of 
Chicago, Bill MclIlvain in New 
York and Wendell Williams in Los 
Angeles. 

Burnett places great emphasis 
on the woman’s point of view in 
copy and planning and the staff 
includes several woman writers. 
Among them are: Margaret 
Stevens, one of the seven who came 
with Burnett from Erwin, Wasey, 
Ella Jayne Buckman, Elaine Kus, 
Jean Simpson, Lucille Walker, 
Virginia Wolfe and Phyllis Sharer. 

Burnett maintains branch offices, 
primarily for service, in New York 
and Los Angeles, but it is essen- 
tially a “Chicago” agency. All cre- 
ative work for the Tea Council, a 
New York account, is done in 
Chicago. In the 15th anniversary 
booklet, this dedication to Chicago 
is reiterated. Recalling that in the 
late ’20s and early ’30s a number of 
midwestern accounts had moved 
to New York, and a lot of creative 
talent with them, the booklet says: 


ws “We decided around our camp- 
fire that we would dedicate our- 


have six major network TV shows! selves to producing in Chicago as 


good advertising as could be had 
in New York or anywhere in the 
world. 

“We realized that this could be 
done only with top-flight brains 
and experience. This meant plow- 
ing back into our business every 
penny we could possibly afford 
for talent and for people of high 
purpose and quick perception in 
every department of our business,” 

And in another place it reports: 

“To a large extent our profits 
have been plowed back into peo 
ple ... We have managed to main- 
tain an unbroken and constantly 
improving credit position, and have 
never been obliged to borrow 
money. On top of that we have 
quite a tidy sum in our profit 
sharing fund, which started in 
1942 .. . one of the most liberal 
plans in the business .. . As of 
June we had placed a total of 
$100,000,000 worth of advertising, 
have paid out around $600,000 in 
federal taxes and close to $150,000 
in unemployment insurance, old 
age benefits, group life insurance 
and hospitalization benefits. (This, 
of course, is in addition to profit 
sharing.) 

“We are young in years as well 
as spirit. The average age of our 
executive personnel is 39 years, 8 
months for the men; 38 years, 10 
months for the women.” 
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No story of Leo Burnett Co. 
be complete without some 
reference ‘0 the work the agency 
has done and is doing for the Ad- 
j Council. 

“As a director of the Advertising 
Council since its earliest days, I 
naturally feel very strongly on the 
subject of its value,” says Leo 
purnett. “It is devoted to the 
principle of solving problems 

persuasion rather than 
compulsion. It offers the only in- 
¢rument through which business 
can contribute to ideas in the 
al public interest on a non- 
itical basis. I could write pages 
on this subject but I assume you 
have plenty of information about 
the Council. 

“The contributions that have 
been made, for example, by Young 
& Rubicam in handling the Treas- 
ury campaign, by J. Walter 
Thompson Co. in the nurse re- 
cruitment campaign, and by Foote, 
Cone & Belding on the forest fires 
campaign are outstanding exam- 
ples of professional work to which 
such agencies have contributed 
their experience and skills. 

“Whenever an Advertising Coun- 
dl project appears in this shop it 
js always approached with the 
greatest interest and enthusiasm 
on the part of our creative people. 


s “We have just been appointed 
as the task force agency on the 
American Heritage project, and I 
am sure the work we do will meas- 
ure up to our highest standards. At 
least we are approaching it with 
that point of view.” 

In this connection, Burnett points 
to the rapidly increasing amount 
of public relations advertising be- 
ing handled by the firm. 

“Nearly all business, as I ob- 
serve it,” says Burnett, “is rapidly 
developing a sense of social re- 
sponsibility and is relying more 
and more on advertising to define 
its policies and objectives in terms 
of the public interest.” 

The “meat team” idea devel- 
oped for the meat packing industry 
is cited as an example. 

Burnett has no formalized “pub- 
lic relations department,” but be- 
lieves that this type of advertising, 
which involves a close study of 
social and economic trends, must 
have the attention of the best 
brains in the house. Phil Schaff 
serves as a special account execu- 
tive on the public relations side. 


ain view of the way in which 
accounts have been winging their 
way into the Burnett shop in re- 
cent months, it is not surprising 
that one of the $64 questions in the 
shop is: “How big do we want to 
be?” In the anniversary booklet, 
= answers the question like 


“Frankly, we don’t know and 
never have. It has always been a 
at of doing ‘what comes natch- 
erly,’ 


MEDIA AND RESEARCH HUDDLE—A. Arthur Porter, manager of media department, 


and Henry Starr, manager 


of research department (left), talk over a marketing 


situation with Vice-Presidents Jack Willem and Ross Gamble. 


“Whenever we have added new 
business we have never tried to 
‘make a killing’ but have staffed 
ourselves adequately to handle it. 
The effect of this, plus our con- 
stantly-improved organizational 
efficiency and delegation of au- 
thority, has been two-fold: 


= “1. To give our clients greater 
service ‘in depth.’ 

“2. To keep the people in our 
top planning group freer to bring 
their thinking to bear on the prob- 
lems of all clients, large and small. 

“There is, of course, some limit 
to this. What it is we don’t know. 

“We feel sure, however, that the 
only security there is in any busi- 
ness is growth. You keep growing 
or you slip back. 

“We have no quotas and have 
never had a ‘new business man’ or 
a ‘new business department.’ 

“We never want to get so big 
that we don’t know what is going 
on all over the shop. 

“We never want so many ac- 
counts that we can’t give what we 
have come to know as ‘Burnett 
service’ to every last one of them.” 


WAAM Expands Facilities 
with New Annex Sept. 1 


WAAM, Baltimore, will expand 
its present facilities Sept. 1 upon 
the completion of a new annex ad- 
jacent to the main station build- 
ing. Construction began July 25. 

The annex will house workshop 
and storage space for sets and art 
materials, art department offices, 
lounges, and additional darkroom 
facilities, 


New Bridal Magazine Out 


Wedding Bells, a new 35¢ quar- 
terly, has been launched in New 
York by Jack Winter, publisher 
of Mayfair. Ad rates are based on 
a 50,000 guarantee, with a b&w 
page at $500. Wedding Bells will 
follow the editorial principle of 
Mayfair—“a class approach to a 
volume market.” 


Ad-Lite Corp. Sold 

Consolite Corp., Fremont, O., 
has increased production facilities 
and expanded the services offered 
to national and local users of high- 
way signs, by the purchase of Ad- 
Lite Corp. 


Ford Appoints Chambers 


Robert W. Chambers, formerly 
director of research for the Mo- 
tion Picture Assn. of America, has 
been named manager of marketing 
research for the Lincoln-Mercury 
division of Ford Motor Co. He 
will have charge of a new statis- 
tical and economic research pro- 
gram, including sales analysis and 
control, market and product re- 
search and sale methods and pro- 
gram research. 


RCA Victor Buys Bickford 


RCA Victor Distributing Corp., 
Chicago, has purchased Bickford 
Brothers, a distributor company in 
the Buffalo and Rochester, N. Y., 
areas. Bickford had been a distrib- 
utor in both areas for over ten 
years and RCA Victor had operat- 
ed branches in both cities for sev- 
eral years. 


Metcalf Gets Creamery 


The Newport Creamery Milk 
Bars, Newport, Providence and 
Pawtucket, R. I., has appointed 
George T. Metcalf Co., Providence, 
to direct advertising for all stores. 
Newspapers and spot radio will 
be used, and the new Providence 
Milk Bar will receive special em- 
phasis. 


Nugent Joins Jarvis Agency 


Walter S. Nugent, for three 
years president of Walter S. Nu- 
gent Co., has joined the Toronto 
office of Albert Jarvis Ltd., ad- 
vertising agency, as a_ senior 
account executive. Mr. Nugent was 
previously associated with Harold 
F. Stanfield Ltd., Toronto, and 
Walsh Advertising Co. 


‘U. N. Gram’ Names Rogerson 


U.N. Gram Publishing Co., New 
York, has named Philip C. Roger- 
son as director of circulation and 
promotion of U.N. Gram, Weekly 
wall newspaper on United Nations 
affairs. He was formerly with N. 
W. Ayer & Son and Standard Oil 
Co. (New Jersey). 


536,895 TV Sets in Chicago 

As of June 30, 1950, 536,895 
television receivers were installed 
and in use in the Chicago area, 
according to the Electric Assn., 
Chicago. The figure is based on 
totals reported by manufacturers 
and distributors. There were 519,- 
086 sets as of May 31, 1950. 


in Salt Lake City... 
there’s ONLY ONE WAY | 


you can do 


the job... 


in more than 9 


out of 10 


Salt Lake City and County Homes! 


Represented Nationally by O’Mara & Ormsbee, Inc. 
and Metropolitan Sunday Newspapers, Inc. 


800 Union Workers 
Distribute Samples 
of Reynolds Product 


LovuIsvILLE, Aug. 2—After fin- 
ishing their daily work at the Rey- 
nold Metals Co. plants here last 
week, 800 hourly workers picked 
up shopping bags and called at 
40,000 homes, leaving samples of 
the aluminum Reynolds wrap and 
explaining its uses to homemakers. 

The unique sampling plan, per- 
formed by employes on their own 
time, was devised by Matthew W. 
Davis, business representative of 
the Aluminum Workers Union, 
Local 19388 (AFofL), in conjunc- 
tion with Philip Farrell, union 
president. . 

In presenting the plan to J. 
Louis Reynolds, vice-president of 
the company, Mr. Davis declared: 
“Our philosophy is that the bigger 
and better and more successful the 
Reynolds Metals Co. is, the more 
job security we will have.” 


ws The _ suggestion, incidentally, 
was not the first promotion activ- 
ity in which Mr. Davis has taken 
part. At the recent American Fed- 
eration of Labor Union Industries 
Show at Philadelphia, he was ac- 
tive in boosting Reynolds wrap at 
the company’s booth. 

In order to get the sampling 
program under way, Mr. Davis is- 
sued a special bulletin in which 
details of the plan were explained 
to workers. More than 800 were 
selected, and were interviewed two 
or three at a time. They also were 
given a suggested sales talk and 
indoctrinated. Workers each were 
assigned two city blocks, prefer- 
ably in the area adjacent to their 
homes. 


# Richard S. Reynolds Jr., presi- 
dent of the company, enthusiastic- 
ally commended the union activity. 
He declared that he would like 
to express “to Matt Davis, origina- 
tor of this unusual idea, Phil Far- 
rell, and the entire membership of 
the union, the deep appreciation of 
Reynolds Metals Co. 

“This demonstration of your de- 
sire to help your company makes 
me very happy. Nothing like it 
has ever happened before. You 
have blazed a new trail toward im- 
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proved and intelligent cooperation 
within our company. I want to 
assure each of you that I am grate- 
ful for this indication of your 
good will.” 


Introduces New TV Set 


Transvision-Television (Can- 
ada) Ltd., Hamilton, Ont., is in- 
troducing its new rectangular tube 
TV receiver via daily newspapers 
across Canada. The copy also 
announces the dealers appointed to 
handle the sets in each locality. 
The campaign is a joint effort of 
R. C. Smith & Son, Toronto, the 
agency handling national adver- 
tising for the company, and Pub- 
licity Associates, Toronto, which 
operates Transvision’s advertising 
department and directs advertising 
policy. 


Makes Movie on Oil Industry 


The Oil Industry Information 
committee of the American Petro- 
leum Institute has completed a 
new documentary motion picture, 
“24 Hours of Progress,” which will 
be available for distribution about 
Sept. 1. The picture presents a 
panorama of the oil industry’s 
operations and relates them to 
everyday American life. The 28- 
minute film will be available for 
purchase in 16mm size, black and 
white, at $40 each. 


Brother Promotes Warren 


G. S. Warren Jr. has been 
appointed by D. P. Brother & Co., 
Detroit, as account executive on 
the Oldsmobile account. Clarence 
Hatch Jr., executive vice-presi- 
dent, will continue in his present 
capacity as account supervisor. 
Mr. Warren has been with the 
agency since 1939 and during the 
past three years has been in charge 
of creative work on the Oldsmo- 
bile account. 


Fels Boosts Coyle, Brown 


Edward B. Coyle has been elect- 
ed a vice-president and Max 
Brown elected a director of Fels & 
Co., Philadelphia. Mr. Coyle, who 
joined Fels in 1908, will continue 
to direct manufacture and produc- 
tion of Fels-Naptha soap and Fel- 
so, Mr. Brown, who is general sales 
manager, joined Fels 23 years ago. 


Appoints Ecoff & James 


Ecoff & James, Philadelphia, 
has been named to handle all the 
advertising and publicity of Lan- 
ston Monotype Machine Co., Phila- 
delphia. 


400 North Rush Street 


Waithorn FOR AD-SETTING 
Waithorn FOR ENGRAVING 
Whithorn FOR PRINTING 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


Gaithom Corporation 


¢ Chicago 11, Illinois 
Telephone WHitehall 4-2300 
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Sales of TV Sets Increase 


June sales of 33,207 TV sets in 
southern California brought the 
total number of sets in the area 
to 596,673, according to the TV 
committee of the Los Angeles 
Chamber of Commerce. The May 
sales figure was 32,821. The new 
total represents a doubling of TV 
set ownership during the past six 
months. 


JOHN L. ROGERS 


Copy Service 


Well known, former N. Y. copy chief offers top 
thinking and performance on free lance basis to 
N. Y. and out-of-town agencies and advertisers. 
Write or phone for free monthly bulletin giving 
details, rates, letters from satisfied clients, to: 
JOHN L. ROGERS, 26 GRAMERCY PARK, 
NEW YORK 3, N. Y. (Phone GRamercy 5-6263.) 


Bryan Mills Plans Drive 

Bryan Full Fashioned Mills, 
Chattanooga, will use four-color 
bleed spreads in Harper’s Bazaar 
and Vogue in September, for the 
new dark shades of its “Beauti- 
ful Bryans.” The ads also will in- 
troduce the “Leg-let,” a band 
narrower than a garter set with 
rhinestones or pearls. Robert W. 
Orr & Associates, New York, is 
the agency. 


Union Carbide to Cairns 

Union Carbide & Carbon Corp. 
has appointed John A. Cairns & 
Co., New York, to handle the ad- 
vertising and promotion of its 
dynel, new synthetic fiber. Plans 
are being made for an advertis- 
ing campaign, using newspapers 
and trade publications. 


First 
WITH 
COMMERCIAL 
FISHING 
INDUSTRY 


1948 


VV MORE ADVERTISING SPACE 
V MORE INDIVIDUAL ADVERTISERS 


than any other 
Fishing Magazine 


CBS Backs Fall 
Shows with Big 
Promotion Push 


New York, Aug. 3—Columbia 
Broadcasting System unveiled a 
detailed promotion plan for the re- 
turn of fall and winter programs 
before more than 100 CBS clients, 
agency representatives, and adver- 
tisers today at a meeting in the 
Waldorf-Astoria. 

Presentation of the plan was 
first made during the network’s 
program managers’ clinic, which 
was attended by more than 110 
station and promotion managers 
of CBS affiliates. 

CBS will divide promotional ef- 
forts between newspapers, maga- 
zines, radio announcements, and 
material prepared for local sta- 
tions. The dominant theme for all 
advertising will be: “This is 
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ALL FOR ARTHRITIS—James M. Cecil, president of Cecil & Presbrey (second from 

right) and head of the New York chapter of the Arthritis & Rheumatism Foundation, 

presents checks for $3,750 to Dr. Edward F. Hartung, chief of New York's Bellevue 

Hospital, for expansion of clinic facilities. Witnessing the gift are Dr. Josept J. 

Bunim (left), chairman, medical and scientific committee of the chapter, and William 
M. Holmes (right), president of McCreery’s. 


CBS... the stars’ address.” 


s Louis Hausman, who last week 
was promoted from director of 


Motion Pictures 
Meetings Packages 
Television Commercials 
Demonstration Devices 
Screen Advertising 


Skits 


Cartoon Comedies 
Training Manuals 


Slidefilms 


Pictorial Booklets 
Transparencies 


Slides 


Film Distribution 

Turnover Charts 

Meeting Guides 
Tape Recordings 
Disc Recordings 

Promotion Pieces 
Poster Charts 


Banners 


Training Devices 
Quiz Materials 
Speech Coaching 


Pageants 


Stage Presentations 
Portable Stagettes 
Meeting Equipment 
Projection Service 
Technicolor Productions 
Field Surveys 
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One Stop Service 


Think about the modern bank a moment. Not just a money 
vault, it offers one stop service for nearly every financial 
need: checking, savings, safe deposit, loans, investment 
guidance and more. That way a bank gives the greatest 
service at the lowest cost. 


In just such a way Jam Handy is organized... It offers a 
service for nearly every group presentation, educational 
activity or sales promotion need. 


You can easily see why that is better. One stop service 
saves time. One source of supply saves duplicate explana- 
tion costs. Having the whole job done by one self-contained 
organization saves confusion and duplication of super- 
visory time. 


Look at this list of Jam Handy products and services. If 
you have an educational program, a sales promotion activity 
or a film advertising project, get all the specialized help in 
one easy step: write or phone— 


ANDY 


Offices + NEW YORK ¢ WASHINGTON ¢ DAYTON e¢ DETROIT ¢ PITTSBURGH « CHICAGO e¢ LOS ANGELES 


advertising and sales promotion 
to vice-president in charge of sales 
promotion and advertising, des- 
cribed the newspaper campaign 
as “the largest newspaper drive 
in radio history.” He explained 
that newspaper ads will be 
placed on CBS affiliates on a 
cooperative basis and added that 
more than 90% of the network’s 
stations have agreed to take part 
in the campaign. He refused to 
divulge mechanical details of the 
cooperative agreement between 
CBS and participating stations. 

Newspaper ads will break late 
this month and will continue 
through October. They will be 
timed to run as network programs 
return to the air, and will be in a 
series of three insertions featuring 
stars to appear on each program. 
Two insertions will precede the 
day of broadcast in successive 


| runs, and the third ad will appear 


on the day the program goes on | 


the air. 

Mr. Hausman pointed out that 
the newspaper campaign marks the 
first time that all affiliates of a 
radio network have been invited 
to cooperate in a newspaper sched- 
ule. He said that the ads will be 
carried in more than 300 papers 
and will appear more than 20,000 
times across the country. 

The emphasis in the ads, as well 
as other CBS promotion, will be on 
returning nighttime shows which 
have taken summer hiatuses. 


w The project also embraces ap- 
proximately 1,000 on-the-air an- 
nouncements through the network 
and local stations. CBS will chan- 
nel a major portion of this pro- 
motion through disc jockey and 
women’s shows on local stations. 
Spots by CBS stars and jingles 
will provide additional promotion 
for both network and local use. 

Backing local efforts with na- 
tional magazine advertising, CBS 
will concentrate promotion in 
Look and Radio Mirror and nine 
Macfadden publications. Breaking 
in the Sept. 26 issue, the network 
will have half-pages in Look for 
five consecutive issues to push 
nighttime programs. An additional 
three pages in the same magazine 
will boost daytime shows. The en- 
tire October issue of Radio Mirror 
will be devoted to CBS promotion. 

Affiliated stations have received 
a special promotion kit from the 
network supplying newspaper 
mats, station announcements, and 
publicity material. 

CBS will give a presentation in 
San Francisco Aug. 7 to give de- 
tails of the promotion to western 
stations. 


Doris Scadran Joins Blair 
Mrs. Doris Scadran, former 
assistant to the radio research di- 
rector of N. W. Ayer & Son, New 
York, has joined John Blair & Co. 
as assistant to Wells H. Barnett 
Jr., manager of the Blair sales 
development department. She will 
be in the company’s New York of- 
fice, where the sales development 
department is being moved effec- 

tive Aug. 14. 
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Magazines Claim National Ad Lead; 
Scoff at Newspaper Volume Figures 


(Continued from Page 1) 
radio or network television. 


s Last February, MAB announced 
that the measured 1949 advertising 
yolume for magazines was $445,- 
000,000; in April, the Bureau of 
Advertising disclosed that news- 
papers carried $445,015,000. 

MAB says: “The magazine fig- 
ure is exact, the newspaper fig- 
ure is an estimate.” It concedes 
that the Bureau was working from 
a more representative sample than 
in any previous year, but insists 
the newspaper figure is “by no 
means a complete count.” 

MAB points out hat its figures 
are drawn from the 96 magazines 
and farm magazines measured by 
Publishers Information Bureau, 
plus five farm magazines measured 
by Farm Publication Reports— 
which are included because PIB 
measured them prior to 1948, and 
MAB wants comparable figures. 


s If MAB wanted to employ an 
estimate, it says, the data gathered 
in the 1947 Census of Manufac- 
tures permits an estimate showing 
that U. S. consumer magazines and 
periodicals carried $532,000,000 in 
advertising in 1949. 

Further, MAB points to the es- 
timates of Hans Zeisel, of McCann- 
Erickson, who in 1948 figured 
newspapers’ net national take at 
$368,000,000, compared to the, Bu- 
reau’s estimate of $389,000,000. For 
1949, Dr. Zeisel estimates $435,- 
000,000 against the Bureau’s $445,- 
000,000. The increases the ANPA 
Bureau shows for top national ad- 
vertisers in 1949 are chargeable, 
MAB says, in many instances to 
the understatement of those ad- 
vertisers in 1948, due to “defects 


in the methods of collecting and 


processing the basic data.” 


s MAB also says flatly that these 
methods result in the inclusion 
“of a great deal of local advertis- 
ing...as national.” 

At this point, MAB attacks the 
selection of “national” advertis- 
ers on the basis of the rate paid to 
the newspaper. “Along with na- 
tional advertisers—advertisers of 
goods and services who use news- 
paper schedules on a_ national 
scale—are included local utilities, 
local dairies, local bakeries, local 
brewers...merely because they 
pay the same rate as truly nation- 
al advertisers. It is a custom which 
has prevailed for years—but cer- 
tainly that doesn’t make it any less 
absurd or make local advertising 
comparable with national advertis- 
ing.” 

Of the 1,223 advertisers listed in 
the ANPA Bureau’s “Expenditures 
of National Advertisers in News- 
papers, 1949,” 296 should be clas- 
sified as local, says MAB, either 
because they do not appear in 
Standard Advertising Register or 
because their listing shows a local 
or sectional distribution. 


& These 296 advertisers spent 
$27,167,389 in 1949, and the total 
of 1,223 advertisers spent $359,- 
785,896; subtracting the local and 
Sectional advertisers leaves news- 
papers with 927 national advertis- 
ets spending $332,618,507 in news- 
paper space. 

Eliminating a few sectional ad- 
vertisers in magazines, MAB finds 
that the comparable magazine total 
is $395,712,883. 

These figures are wholly com- 
parable, MAB asserts. First be- 
cause they include only national 
advertisers, second because they 
include only advertisers who spent 
at least $25,000 in one of the two 
media. (Where an advertiser spent 
more than $25,000 in one, less than 
$25,000 in the other, his expendi- 
ture is not included for the me- 


dium in which he spent less than 
$25,000.) 


@ And on this basis, MAB con- 
cludes that magazines continue to 
lead newspapers by $63,000,000 or 
19%. Corresponding figures, on 
the same basis, are shown below: 


(in thousands of dollars) 
“ ines Newspapers 
1939 $130,777 $121,244 
1944 243,763 134,786 


1949 395, 332,619 
Another criterion of measure- 


ment, MAB says, is the number of 
national advertisers using a me- 
dium. In 1949, 2,198 national ad- 
vertisers used magazines, news- 
papers, network radio and TV. Of 
these, 1,747 used magazines, 927 
newspapers. Of the 2,198, 1,219 
used magazines exclusively, 
against 399 advertisers who used 
newspapers exclusively. 


Form Dairy Group for Drive 

Under the name of Independent 
Dairies, 12 Portland, Ore., dairies 
have organized to advertise co- 
operatively. R. R. O’Donnell has 
been named manager and super- 
visor of advertising. Newspaper 
ads appeared in mid-July, with 
radio to be used later. Point of sale 
aids are distributed to independent 
grocers. No agency has 
appointed. 


Compiles Industrial Catalog 


A new industrial catalog listing 
more than 2,700 manufacturing 
concerns employing 25 or more 
persons, under 85 product classi- 
fications, has been compiled by 
the Los Angeles Chamber of Com- 
merce. It is a supplement to “1950 
Directory of Los Angeles County 
Manufacturers” published by the 
chamber earlier this year. 


Gordon Weir to Swink Inc. 


Gordon E. Weir, formerly with 
Meldrum & Fewsmith, Cleveland, 
has joined Howard Swink Adver- 
tising Agency, Marion, O., as ac- 
count executive. 


Swank Inc. Elects Gifford 
Chester G. Gifford has been 
elected vice-president of Swank 
Inc., manufacturer of men’s jew- 
elry and other accessories. Other 
new directors are Marion E. Pette- 
grew, director of public and in- 
dustrial relations, and Martin 
Wright, senior partner of Martin 
Wright & Associates, New Haven. 


‘TV Guide’ Names Sarnoff 

Lew Sarnoff, secretary of Radio 
& Appliance Distributors Inc., has 
been apnmeee chairman of the 
board of directors of TV Guide, 
New York. 


McCue Appointed AE 

Gerald M. McCue, formerly pro- 
duction manager, has been ap- 
pointed account executive at Wil- 
son, Haight & Welch Inc., New 
York and Hartford agency. Robert 
F. Dawson has been made pro- 
duction manager in the Hartford 
office. 


Drinard Returns to WDNC 

Larry Drinard, formerly on the 
sales staff of INC, Durham, 
N. C., has returned to his old posi- 
tion after five years absence, dur- 
ing which he was in the book and 
stationery business. 


For BUS. 
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TRUCK FLEETS and TAXIS 


@ HEAVY DUTY FRAMES © PHOSPHATE COATED STEEL 
@ SOLID or OPEN BACK © MATCHED COLORS in BAKED ENAMEL (Optional) 


Literature and Prices 
without obligation 


THE YARDER MANUFACTURING CO. 
816 Phillips Avenue + Toledo 12, Ohio 
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Katz man. 


Advertising Siays- Where 7¢ Pays 


On WNAX-570 


f° a 


Big Aggie Land,267 BMB counties in Minnesota, the Da- 
kotas, Nebraska and Iowa, is served only by WNAX. In 
this world’s richest agricultural area, 405,210 families listen 
to WNAX ... 80% of them three to seven times every week. 


In 1949 folks in Big Aggie Land enjoyed a buying income 
of $3,855,970,000 — greater than San Francisco, Phila- 
delphia, or Washington, D. C. Retail sales in Big Aggie 
Land totaled $2,931,783,000 — greater than Los Angeles, 
Detroit or St. Louis.* 


*Compiled from 1950 Sales Management 


Survey of Buying Power. 


On the basis of a one-time Class A chain break, 4.4c buys 
1,000 BMB radio homes. $1.00 gets you 22,512 radio homes. 


No conflict with TV — no need to buy several stations to 
assure complete market coverage. WNAX alone delivers 
this Major Market in one big, low-cost package. See your 


_ _WNAX-570 


YANKTON - SIOUX CITY 


570 Kc. - 5,000 Watts 
REPRESENTED BY KATZ 


74 Cowles 


Station 
AFFILIATED WITH A.B.C. 


950 5. 33 : 
a 
| 
| a — | 
| " 
— ee | 
a | 
3 WN Q f4yf % CHANGE-AD FRAMES | 
~ gi SB) Ais, 
“a ALL SIZES _ 0 we Ae _ 
Deere - a; \ = 
tion 
des- | —__—_—_—— on 
aign : 
rive : 
ined , 
be 
na 
that : 
rk’s i 
part 
i to A 
the — 
een 
ons. y / ; 
late ; 
nue | a . 
be | 
“ sah\ (SS 
in a = te : cf oa . . 
ring 
‘am, = x 
the eo f : 
sive ‘ ° ; 
ear "e te va +" ‘ 
. on APY : ~ % we* 6 | 
. | 
that — : 
the 
se  OOrrrr———C“‘(C(NC DO 
ited | ww 
\ed- ee 
| be : 
pers 
,000 . 
well : és 
2 on : 
ich , 
an- ~~ 6 mG 
ork A R K al 
r0- a : 
and a ce | 
ons. : 
gles : F 
tion : 
ait oi : 
“BS : 2: = 
ine Cc re] ae 
cing aside ; i, 
ork 
for oa 
ush ; * 
nal . 
rine : 
en- 4 
bre: A 
c= we LETE Pe 
the C0 . Bi 
per 
and BS 
. in ' 
de- ne 
ern i 
arly é 
di- < 
lew ms 
Co. < 
ett 
ales ee 
will 
of- : 
ec 
F Ha: et ee pea sec ine ere se tis Pee pee ee Sak es ' aes aa Geis Suse ye a aa a eaeeuigiac as ee Bie Ce S deh Bete Ie ee Pe Pe ee mie ok 2 peepee eo AN sis er ee. ee iar aa aa 


Rubicam Gives the Lowdown 


on the Steinway Slogan 

To .e Editor: I have just fin- 
ished reading the Steinway-N. W. 
Ayer story on Pages 46 and 47 of 
your July 24 issue. I was amazed to 
read there that I originally wrote 
the slogan, Steinway, the Instru- 
ment of the Immortals, as an un- 
displayed line in the body text of 
a Steinway ad, and that Gerold M. 
Lauck, then Ayer account execu- 
tive on Steinway, had “pulled the 
phrase up” to headline importance. 

The story of the way the Stein- 
way slogan came into being and 
into use is told with scrupulous 
accuracy by me in Julian Watkins’ 
book, “The 100 Greatest Ads,” with 
full credit given there to Lauck for 
his effective merchandising contri- 
butions to the campaign. 

However, as the author of the 
slogan, I do not like being pic- 
tured as such a dope that I did not 
know what a good idea I had 
sparked The fact is, as I stated in 
Watkins’ book, that I proposed the 
phrase to Lauck not only as the 
main display line for one ad, but as 
a continuing display slogan for a 
series. At that time Lauck did not 
believe that Steinway would favor 
the use of a slogan and the client 


did not at first approve the line 
for more than one advertisement. 
It was the response to that adver- 
tisement which won over Steinway 
and Lauck to the continued use of 
the phrase. 
RAYMOND RUBICAM, 
West Boothbay Harbor, Me. 
Upon receipt of Mr. Rubicam’s 
letter, AA checked with Gerald M. 
Lauck Sr. at N. W. Ayer & Son. 
A spokesman for Mr. Lauck 
averred that as far as he knows, 
the Steinway-Ayer story in AA 
Aug. 7 was accurate. “Any dif- 
ference on a minor point which 
occured 30 years ago is purely in- 
terpretation of what each person 
recalls of the incident,” he said. 


Barrage of Inquiries Makes 
MN&R a Mail Order Suspect 

To the Editor: In your May 29 
issue you published a very com- 
plete and informative article on 
our newly created Radio Plug 
service, for which we extend our 
sincere thanks. 

We know you'll be interested in 
the following facts and figures, 
which transpired as a result of 
your ADVERTISING AGE article. Here 
they are: 
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This department is a reader’s forum. Letters are welcome. x 


Since the article appeared, this 
office has received some 50 in- 
quiries—12 of which have already 
appointed Melvin, Newell & Rec- 
tor to handle their accounts. 

And surprisingly enough, many 
of these inquiries came direct from 
manufacturers and retail stores 
as well as advertising agencies. 

Three or four eastern public re- 
lations organizations have made 
arrangements to use our service 
for .their clients. 

Even the U. S. Post Office came 
forth with response—a letter stat- 
ing that if we were “in the mail 
order business,” please print our 
address on all literature, as a 
barrage of letters were coming 
through addressed simply, “Hol- 
lywood, Cal.” 

We are convinced that, had the 
article contained our complete 
mailing address, Hollywood Plaza 
Hotel, Hollywood 28, the response 
would have been overwhelming. 

Our hope now is that our pub- 
licity releases for our clients are 
as well read as your story regard- 
ing our work. 

Jack MELvIN, 

President, Melvin, Newell & 

Rector Inc., Hollywood, Cal. 


Takes Quick Action with 
Memo on Defense Economy 

To the Editor: Twenty-four 
hours after President Truman’s his- 
toric message on the Korean war, 
we had written, reproduced and 
mailed copies of the attached anal- 
ysis of “Organizing Your Adver- 
tising for the Defense Economy.” 
We think it represents a series of 
advertising principles which need 
restatement at a time when mild 
hysteria is threatening our mar- 
keting system and retarding, rath- 
er than accelerating, its progress. 

The analysis is the work of John 
J. O’Rourke, president of this 
agency. The format is a standard 
form used by the agency to dis- 
seminate useful information to its 
clients and prospects. 

Peter ALPoRT, 
Alport & O’Rourke, San Fran- 
cisco. 


Another Reader Intrigued 
By Kirby Man’s Occupation 

To the Editor: Why not offer a 
prize to any reader who can guess 
what the Kirby man does? (Voice, 
July 24.) Exterminator? Furniture 
cleaner? Service man for frus- 
trated spinsters? (The ad appeared 
in July Good Housekeeping.) 

EUGENE F. WHELAN JR., 

Sullivan, Stauffer, Colwell & 

Bayles, New York. 

The ad certainly provides no 
faintest clue to the Kirby man’s 
occupation, if any. All we know— 
and not from reading the ad—is 
that Scott & Fetzer Co., which sign- 
ed the ad, makes Kirby vacuum 
cleaners. 


Kirby Man Ads Tempt 
Curious, Agency Says 

To the Editor: We’re much in- 
terested in Martin J. Smith’s re- 
action (ADVERTISING AGE, July 24) 
to the “Kirby Man” advertisement 
in the July Good Housekeeping. 
“Who is the Kirby Man?” he asks. 
“What does he sell? How can he 
help the modern home-maker?” 
Those are the very questions 
housewives are wondering about, 
too—which is what we are after: 
curiosity and build-up of the Kir- 
by Man. 

That this policy of leaving the 
detailed product selling job to the 
salesman works successfully in this 
case of house-to-house operation is 
indicated by the enthusiasm for the 


advertising expressed by the com- 
pany’s several thousand distribu- 
tors and salesmen (Kirby Men), by 
the fact that the company is far 
ahead of the industry in sales in- 
crease and is stepping up produc- 
tion and expanding its factory for 
the third time since World War II. 

Years ago I learned that it’s a 
bit careless to try to judge an ad- 
vertisement or a campaign with- 
out knowing the facts behind it 
and the purpose of the advertiser. 
In most cases, purpose is obvious; 
in some it isn’t. Having a pretty 
high regard for advertising men 
and copywriters generally these 
days, I find it safer to presume 
they know what they’re doing— 
and avoid snap judgments when 
something unusual comes along. 

Mr. Smith will come home some 
evening and find that the Kirby 
Man has been at his house; also that 
Mrs. Smith has let him in—and 
that the Smith home, like nearly 
a million other good American 
homes, now has “the nearest thing 
to push-button housekeeping” Mr. 
Smith has ever seen. 

Incidentally, the Scott & Fetzer 
Co. has been our client for many 
years. 

Carr LIGGETT, 

Carr Liggett Advertising Inc., 

Cleveland. 


Cigar Maker, too, Finds 
‘Spit’ an Ugly Word 

To the Editor: Your article on 
the exploits of Simon A. Halpern 
was very interesting, but I feel 
that you imply that certain unsan- 
itary conditions exist in the hand- 
made cigar industry. 

As our Ignacio Haya Gold Label 
clear Havana cigars are one of 
the largest selling products in this 
class, I would like to offer some 
information. 

When cigars are rolled by hand, 
a moistener is used to finish the 
“head.” An odorless and tasteless 
soluble is used, which is known 
as “tragacanth.” This product is 
imported from Iran, and I can 
assure you is utilized in the most 
sanitary way. 

No doubt many of your readers 
are cigar smokers, and in all fair- 
ness, I believe you should inform 
them of the above. 

Morton L. ANNISs, 

Vice-President, Gradiaz-Annis 

& Co., Tampa, Fla. 


Reddy Kilowatt's Owner 
Uses ‘Employe’ Excerpts 

To the Editor: As one of your 
subscribers, I look forward to re- 
ceiving ADVERTISING AGE regularly. 
One of the features which I enjoy 
most is the column “Employe Com- 
munications” by Robert Newcomb 
and Marg Sammons. 

In our dealings with privately 
owned electric light and power 
companies across the country, we 
have occasion from time to time 
to deal in employe relations. We 
would like your permission to re- 
print one or two paragraphs from 
several of the recent articles in 
that column. These reprints, of 
course, would be accompanied by 
proper credit to both the authors 
of the article and the magazine 
itself. 

May we have your permission to 
so reprint? 

ASHTON B. COLLINs, 

Reddy Kilowatt Service, New 

York. 

. * + 


Personal Subs Save the Day 
To the Editor: Thank you for 
taking time from a busy day to 
drop me the information regarding 
the news item about which I asked. 
It appears someohe found some 
very pertinent data which was on 
the opposite side of that particular 
page. We have, since the writing 
of my request, secured additional 
copies from those personal sub- 
scribers within our own organiza- 
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tion. 

It is a very fortunate thing that 
so many of us receive persona} 
copies, otherwise we'd have to 
trouble you for them. The faet 
that we do receive these personal 
subscriptions certainly means one 
thing—and that is, we find your 
publication a business necessity 
and a pleasure to read. 

WALTER M. WARNER, 

Director, Sales Promotion, Mu- 

zak Corp., Transcription Divi- 

sion, New York. 


Advertising Manager 
Salisbury, Md. Times 


Swamped with building 
construction work in 


Salisbury, Md. 


Recently we received a letter 
asking us about the building 
situation in and around Salis- 
bury. We contacted the most 
important builders and came 
up with this information:— 
“All we know about the build- 
ing situation is that we are 
swamped with work.” 


Do you make anything 

that is used in a 

house or building? 
If you happen to make refrig- 
erators, linoleum, paint, fans, 
heating units, curtains, kitchen 
cabinets, washing machines or 
any of the other 101 things 
that are bought for a home or 
building, Salisbury, Md. can be 
one of the hottest sales spots 
on your charts. 
Visitors driving through, and 
salesmen who make their first 
visit here, all say the same 
thing—“Some market. Some 
town. Some spot to get plenty 
of orders.” 
The Times, with over 17,000, 

is the wedge that jars 

the orders loose 
Whether you want to run 4 
test campaign, or you have de- 
cided to add a few more mar- 
kets to your regular schedule, 
The Salisbury Times and 
“yours truly” are ready to help 
you and your salesmen get 
sales action. 
My time is your time if you 
want a selling job done here. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 

@ STEUBENVILLE (OHIO) HERALD-STAR 
© SALISBURY (MD.) TIMES 

‘These 3 represented by 
Story, Brooks & Finley, Inc. 
MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 

SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 
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MacLean-Hunter's 
Chemical Paper 
Sold to McGraw 


New YorkK, Aug. 2—McGraw- 
Hill Publishing Co. has purchased 
Chemical Industries from the Mac- 
Lean-Hunter Publishing Corp., 
American subsidiary of MacLean- 
Hunter Publishing Co., Toronto. 

McGraw-Hill, which already 
publishes Chemical Engineering, 
said that no major changes in edi- 
torial policy, advertising rates or 
personnel are contemplated for the 
newly acquired paper immediately. 
However, it was indicated that 
Chemical Industries will place its 
chief emphasis on news hereafter, 
and that “it may be published with 
greater frequency.” Whether this 
means weekly or twice a month 
could not be learned. 

Wallace F. Traendly, publisher, 
and S. D. Kirkpatrick, editorial di- 
rector of Chemical Engineering, 
will serve in the same capacities 
on Chemical Industries. The pres- 
ent editor of Chemical Industries 
is Robert L. Taylor; W. Alec Jor- 
dan is business manager. 

Mr. Traendly, who also has been 
publisher of Food Industries, is 
being succeeded in that post by 
E. D. Fowle, who will continue al- 
so as publisher of Textile World, 
on whose staff he has served since 
1924. 


a The newly-acquired McGraw- 
Hill publication has an ABC cir- 
culation of 10,384 monthly. It was 
founded in 1902 and its base ad- 
vertising rate for one page b&w 
one time is $230. 

MacLean-Hunter also publishes 
Rock Products, American Hair- 
dresser and Inland Printer in Chi- 
cago, as well as a long list of busi- 
ness and consumer publications is- 
sued by the parent Canadian com- 
pany. Chemical Industries was the 
only New York publication of the 
company. 


3 Join ‘Chain Store Age’ 


William Waddington, formerly 
of the Chicago Tribune; Richard 
Cadwell, formerly with Owens- 
Illinois Glass Co.; and Walter P. 
Egan, previously with Belding 
Heminway, have joined Chain 
Store Age as advertising space 
salesmen. Mr. Waddington will 
work in the Chicago area, while 
Mr. Cadwell and Mr. Egan will 
be in New York. 


Varley Leaves Gossard 


J. L. Varley has resigned as 
president of the H. W. Gossard 
Co., Chicago, maker of foundation 
garments, after two and a half 
years. G, A. Savard, 1st vice-presi- 
dent, has assumed the responsibili- 
ties of the management of the 
company until the board of direc- 
tors takes formal action in elect- 
ing him the new president. 


Petry Promotes Kiggins 


Keith Kiggins, formerly head of 
the TV division of Edward Petry 
&Co., New York, radio-TV station 
Tepresentative, has been named as- 
sistant to the president. Thomas 
Dawson, eastern manager, Radio 
Sales, station representative divi- 
sion of CBS, will replace him as 
head of the TV division. 


Leve Opens Own Studio 


Jerome B. Leve, formerly art di- 
tector of Schwimmer & Scott, 
Kuttner & Kuttner and Hibbard, 
Spencer, Bartlett & Co., has opened 
Dornet Studios at 679 N. Michigan 
Ave., Chicago, offering art and 
photographic service to advertis- 
Ing agencies and manufacturers 
throughout the Midwest. 


“& 
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Baldwin Promotes Walsh 


The Baldwin Locomotive Works, 
Eddystone, Pa., has announced the 
appointment of George F. Walsh 
as sales promotion manager. He 
formerly was sales promotion 
manager of Baldwin’s testing 
equipment department. 


Names Forker Agency 


Forker Advertising Service, 
Stroudsburg, Pa., has been named 
to direct the advertising of the 
Pocono Mountains Vacation Bu- 
reau. 


Joell Appoints Levitt 

Joell Mfg. Co., New York, has 
appointed Daniel H. Levitt, for- 
merly with Whitbey Associates 
and D. H. Ahrend Co., as adver- 
tising, sales promotion and public 
relations manager, a newly created 


post. 
Miner Names Spicer PR Head 


Rockey Spicer, formerly with 
Western Air Lines, has been 
named public relations director of | 
Dan B. Miner Co., Los Angeles 
agency. 


TV Concern Plans Drive 


Kaye-Halbert Television Corp., 
Los Angeles, will launch a nation- 
al campaign in September, using 
newspapers, radio, outdoor, maga- 
zines, direct mail and point of sale 
material. Vick Knight Agency, Los 
Angeles, handles the account. 


Weintraub Names Purdon 


Roger A. Purdon, formerly copy 
supervisor at Kenyon & Eckhart, 
has joined William H. Weintraub 
& Co., New York, as group copy 
head, a new post. 
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Appoints Hammer Agency 


Mahar Plastic Corp., Worcester, 
Mass., has appointed the Hammer 
Advertising Agency to handle its 
advertising for its line of plastic 
dishes and utensils. Newspapers, 
radio, trade and consumer publica- 
tions will be used. 


Joins Shigeta-Wright 

Axel M. Deertz, formerly of 
Schleswig-Holstein, Germany, and 
Puerta Plata, D. R. West Indies, 
has joined Shigeta-Wright, Chica- 
go, photographic illustrator. 


This little lady 


means business! 


She spends 75% and controls 90% of our national income. 


In the 72-county Dallas market, richest in Texas, it’s The Dallas News that 


reaches the housewife first. It is read by 46% of the white families in 229 cities 


and towns at breakfast time. 


The little lady who means business reads it with her first cup of coffee, before 


she is off for a day of Dallas shopping. 


That's why The Dallas News moves so much merchandise. 


é 


More people buy The Dallas News... 


more people read The Dallas News 
than any other Dallas Paper. 


Che Dallas Mornin 


_ CRESMER & WOODWARD, INC., Representatives of 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles ee 
%& RADIO-TELEVISION STATIONS WFAA * TEXAS ALMANAC 
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PHOTOGRAPHIC 


REVIEW 


PAL SIGNS WITH MBS—When Pal Blade Co. signed on the dotted line as sponsor 
of the “Sportsmen’s Club of the Air’ on the Mutual Broadcasting System, thece The 
three executives were principal negotiators: O. E. Kraus, partner, Pal Blade Co, 
Robert Misch, account executive of Al Paul Lefton Co., Pal agency; and Frank White, 


president of MBS. The show will go on the air Sept. 7. Gums 
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NO SAD SONGS—The grins don't indicate it, but this is a reluctant farewell to 
Jennings Pierce (seated, center), by Southern California Broadcasters’ Assn. Pierce, 
long-time director of the association, and manager of station relations and public 
service, NBC western division, left Aug. 3, after 23 years with the network, to 
become general manager of KMED, Medford, Ore. Flanking him, seated, are Wil- 
liam Beaton, general manager, KWKW, Pasadena (left), and Donn B. Tatum, presi- 
dent, California State Broadcasters’ Association and vice-president and general 
counsel of Don Lee Broadcasting System. Standing are Haan Tyler, manager of 
KFI-TV and president of the Los Angeles Advertising Club, and Frank Samuels, 
vice-president in charge of the ABC western division. The occasion was a luncheon 

given by the broedcaster group. CLE 
Oil Ce 
famili: 
motior 


MERCHANDISER—This 3’ display keeps 
Grand Prize beer where customers can 


PROOF—Faced with the problem of prov- 
ing its Raving Beauty doll will walk with 
a life-like, natural action, without the 
use of too-costly demonstrators, Artisan 
Novelty Co., Gardena, Cal., developed 
this animated display. The doll walks on 
a slowly moving treadmill operated by a 
small electric motor. Sudler Co., Los An- 
geles, is the agency. 


eurtes recaw 


BOOKSTORE—The young lady is putting 
a quarter in the Vendavon book machine, 
a@ new type vender that holds 350 to 650 
books under 24 iitles. When books in 
one compartment are sold out, the com- 
partment locks itself and the would-be 
buyer gets his coin back. The machine 
was developed for Avon Publishing Co., 
New York, by International Mutoscope 
Corp., Long Island City. 


help themselves. An inside shelf supports 

24 cans. Einson-Freeman designed the 

unit for Gulf Brewing Co. of Houston. 
Foote, Cone & Belding is the agency. 


OFFICIAL—Making official news of Wildroot Co.’s sponsorship of Saturday Night 
Revue over NBC television recently were, from left to right: Edward Hitz, eastern 
sales director, NBC television; J. Ward Maurer, vice-president and ad director of 
e, Batten, Barton, Durstine & Osborn, 


Wildroot; Gertrude Scanl 


Wildroot agency; and Frank Chizzini, NBC account executive. 


PLANNERS—A model of American Type Founders’ display for the Graphic Arts 

Exposition in Chicago Sept. 11-23 is being inspected here by Robert G. Marquardt, 

ATF vice-president; Edward G. Williams, president; Bradford 1. Blauvelt, executive 

vice-president; Donald Deskey, who designed the display; and Frank G. Gerhart, 
ATF advertising manager. 
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SPEEDITRONS—First midwestern ad use 
of war-developed Speeditron lamps is 
this Jacob Schmidt Brewing Co. 10,000, 
000-candlepower, 46x68’ spectacular on 
Nicollet Ave. in Minneapolis. Lights sky- 
rocket up to the five brilliant lamps at 
top. Olmsted & Foley is agency for 
Schmidt's City Club. 


DREAM CREAM—Discussing the advertising campaign which will back introduction of 

the new Sealtest ice cream packages are Glenn Gundell, director of advertising 

and promotion of National Dairy Products Corp., who is holding an ad headlined 

“The ice cream of dry dreams,” and Herbert S. Barnhart, project director of Ray- 
mond Loewy Associates, designer of the packagus, 


ma ib 


PRIZE WINNER—First place in the annual Marion Harper poster 
ratings, and in the first two-year Harper summary of poster 
observation, went to a Sunoco poster prepared by Hewitt, Ogilvy, 
Benson-& Mather, New York. Competing with 401 posters rated 


by Harper Associates, Sunoco placed first with the highest ob 
servation by men, and by men and women combined. The poster 
also led a field of 779 posters in the special two-year report 
from April ‘48 to March ‘50, 
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Contest Introduces 
New Sealtest Item 
in Philadelphia 


’ PHILADELPHIA, Aug. 1—News- 
papers, radio and television are 
peing used by Supplee Sealtest 
to introduce a new product, 
Sealtest fruit salad cottage cheese. 

The campaign, which broke 
with a full-page, four-color ad 
yesterday in the Philadelphia In- 
quirer, features a contest in which 
thousands of dollars in prizes will 
pe awarded for identification of a 
mystery singer and composition of 
the best final lines for a jingle. 
Top prize is an automobile. The 
comic section of the Philadelphia 
Sunday Bulletin will carry the col- 
or copy on Aug. 13. 

The color pages will be support- 
ed by 560-line b&w copy in the 
same Philadelphia papers and in 
dailies of Atlantic City and Wilm- 
ington. 

Radio commercials on Sealtest- 
sponsored baseball broadcasts, spot 
announcements on National Dairy 
daytime shows on KYW and 
WCAU, and television spots on the 
“George Skinner Whirligig” show 
on WPTZ will promote the contest. 

N. W. Ayer & Son here is the 


agency. 
Sohio Using TV for 
‘Let's Explore Ohio’ 


CLEVELAND, Aug. 2— Standard 
Oil Co. of Ohio has expanded its 
familiar ““Let’s Explore Ohio” pro- 
motion by offering weekly tele- 
vision “junkets” to residents of the 
Buckeye State. 

This 15-year-old Sohio adver- 
tising-public relations campaign is 
now channeled through eight TV 
stations in five cities—Cincinnati, 
Dayton, Columbus, Toledo and 
Cleveland. 

Each of the 13 weekly film pres- 
entations depicts a Sunday spin 
through 100 to 125 miles of Ohio 
countryside. The arm-chair jour- 
neys point up the scenery, history, 
industry and cultural features of 
the state. 

McCann-Erickson handles the 
promotion. Cinecraft, Inc., of this 
city, produces the film. 

Since launching the explore- 
Ohio theme in depression days, 
Standard Oil has used radio, mo- 
tion pictures, newspapers, post 
cards and an array of travel 
booklets. 


Two Publications Merge 


Infantry Journal and Field Ar- 
tillery Journal, Washington, have 
merged, becoming Combat Forces 
Journal, a monthly which will be 
published by the Assn. of the U. S. 

y, a nonprofit, educational in- 
stitution. 


Mannington Names Wayne 
Mannington Mills Inc., Salem, 
N. J., manufacturer of hard sur- 
face floor coverings, has named 
Wayne Advertising Agency, Phila- 
delphia, to handle its account. 


P Me. Jima Bagger: . 
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RA~TEL 
420 LEXINGTON AVE., N.Y.C. 


fy 80.000 WATTS BATTING — 5.000 WATTS migHrTIME (UZ) 


SIGNAL—Atlantic Refining Co.'s “Let your car decide” line has been abandoned 

for its August poster campaign in favor of a new theme, “Keeps your car on the 

go,” which will be seen throughout Atlantic territory. The posters will be located 

in 700 markets from Miami through New England and into parts of Ohio. N. W. 
Ayer & Son, Philadelphia, is the agency. 


MacDermid to Callaway 


MacDermid Inc., Waterbury, 
Conn., maker of industrial chem- 
icals, has appointed Callaway As- 
sociates, Boston, to handle its ad- 
vertising. Trade publications and 
direct mail will be used. Phil Up- 
ham, former president of Philips 
Webb Upham & Co., has joined 
Callaway as senior account execu- 


tive, servicing ‘Connecticut and 
Boston. 


Gets Hosiery Account 


Hirsch & Rutledge, St. Louis, had 
been appointed to handle the ad- 
vertising of Prim Hosiery Inc., 
Chester, Ill. Newspapers as well as 
trade and consumer publications 


will be used. 


Street & Smith TV 
Spot Drive Opened 


New York, Aug. 1—Street & 
Smith Publications has started a 
radio spot campaign to promote 
Charm, Mademoiselle and Living 
for Young Homemakers. 

Seven areas will be covered in 
the drive, which will feature 
weather spots. Time for one-min- 
ute announcements has been 
bought on stations in New York, 
Philadelphia, Boston, Cleveland, 
St. Louis, Dallas-Fort Worth and 
Los Angeles. Peck Advertising 
Agency services this account. 
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Timing is for ten days following 
the appearance of the magazines 
on the newsstands. Promotion is 
planned for August and September 
issues. 

To supplement the spots, which 
will be transcribed jingles with 
live fill-ins on the weather, tune- 
in ads will be run in afternoon 
papers. 


Set L. A. Food Show 

A _ television-radio-appliance- 
food exposition will be held in 
Los Angeles, Oct. 13-22, under di- 
rection of Show Management Inc. 
This will be the first food show in 
southern California since before 
the war. 


The DIRECT SELLING LEGION «50,000 STRONG! 


Greatest Single Organized Force in a 


MULTI-BILLION-DOLLAR MARKET » Founded and Sponsored by 


SPECIALTY SALESMAN MAGAZINE 


' GENERAL OFFICES: 307 N. Michi Ave. Ph RA 6-0743 
WRITE TODAY if , ame +. ain one adelph o 


FOR FACTS 


WEST— 61 


EAST— 70 East 45th, New York 17, N.Y., Phone 


Murray Hill 4.4525 


S. Broadway, los Angeles, Cal., Phone Vinditia 9363 


A\ good place 
to clinch 


a sale 


For further information, call your local telephone business office or see the latest issue of Standard Rate and Data. 


When your advertising has sold a prospect on your brand, 
you’re well on the way to making a sale... if you use 
Trade Mark Service to direct her to one of your dealers. 


Trade Mark Service in the ‘yellow pages’ of the telephone 
directory gives the answer to the question that most 
prospects ask ‘‘Where can I buy your product?”’ This 
dealer identification plan presents the list of your local 
outlets under your trade-mark or brand name at the 
classification of your product. It is available across the 
nation...or in specific markets. 


With Trade Mark Service you can turn prospects into 


customers...check substitution. That’s the reason somany 
well known firms use it—you’ll see their trade-marks in 
your own telephone directory. 

Isn’t it a good idea to put this sales guide to work for 
your product ? 
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‘Country Gentleman’ 
Newspaper Ads Say 
‘Hoarding Is Silly’ 


PHILADELPHIA, Aug. 2—Curtis 
Publishing Co. and Country Gen- 
tleman have launched a newspa- 
per campaign in 19 cities to tell 
consumers and dealers that “it’s 
downright silly to hoard.” 

The ads assure housewives that 
“America’s farm people can tell 
you...it’s downright silly to 
hoard! We have more food than 
we can use now in America... 
and we could double our supply if 


necessary.” 

Country Gentleman also is sup- 
plying food dealers with poster 
versions of the insertions at no 
cost. Grocers are being told 
through ads in the food trade 
press that blow-ups may be 
obtained for their stores. The of- 
fer also is being made in a large 
mailing to chain and. group-store 
operators. 


a Charles C. Rees, manager of the 
Curtis publication, reported that 
requests began pouring in to his 
office by wire and phone imme- 
diately, most of them offering to 
pay for the posters and all of them 


Covering Catholic Schools, Churches, Convents, Rectories, 


Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. 


praising the project. 

Copy in the newspaper ad points 
out that not only does America 
have plenty of food stockpiled, but 
farmers have the know-how to in- 
crease production. 

“They have invested their high 
income in the machinery and 
equipment to produce still more 
food! Thanks to their energy, good 
management and foresight, we 
now have the means to produce 
far more...to take care of our- 
selves and help our friends too!” 

Lamb & Keen, here, is the agen- 


cy. 


Prisant Names Artley 

Joseph A. Prisant Inc., Great 
Neck, Long Island, home builder, 
has appointed Artley Advertising 
Agency, New York, as its adver- 
tising representative. 


Ross Roy Names Dearth 


Robert A. Dearth has been 
named head of the new business 
staff of Ross Roy Inc., Detroit. 


‘Mr. Blandings’ 
Suffers As An 
Ad Agency V. P. 


By JOHN CRICHTON 

New York, Aug. 2—The adver- 
tising man, nervous about his role 
in society, living in a platinum- 
lined rut, and miserably conscious 
that he was meant for better 
things, is by now a fairly familiar 
figure in fiction. 

The latest newcomer to the 
crowded ranks is James H. Bland- 
ings, the hero of Eric Hodgins’ 
“Blandings’ Way.” Blandings was 
the hero of one of the funniest 
books on postwar housing, but 
when Mr. Hodgins tries to orient 
Blandings in the two worlds of 
rural life and the advertising agen- 
cy business, he resorts to prefab- 


.. BUT 


He's One of 
Employes at 


oss YOU DON'T KNOW 


Bun Murer 


WE DO! 


the 8,000 
Allison Division 


of General Motors Corp. 


in Indianapolis .... 


AND HE'S ONE OF OUR 353,000* SUBSCRIBERS 


"Bun," his fellow workers at Allison, and thousands more employed by a hundred diversified industries in the Heart of 


Hoosierland, form an all-important market for every manufactured product. 


They earn good wages. In Marion County the effective buying power of $5,705 per family is well above the national 
average as reported by Sales Management's "Survey of Buying Power" . . . is eighth in the list of America's 32 largest 


counties. 


Our Hoosier workers—like Bowen (Bun) Messer—are buying homes, and new cars, and refrigerators, and television sets. 
They're buying good food and good clothing for their kids. They're buying "nice things" for their wives. 


And—we're very proud—they're buying ...and reading... 
The Indianapolis Star and The Indianapolis News every day. 


KELLY-SMITH COMPANY 


*Publisher’s statement, Ist quarter, 1950 


NATIONAL REPRESENTATIVES 


Advertising Age, August 7, 1959 


rication. . 

Admen who read “Blandi 
Way”—which was published first 
in two parts by Cosmopolitan and 
will appear this fall through Simon 
& Schuster, price about $3—ywijjj 
enjoy his caricature of the ageney 
business. 


= Not many of them can imagine 
confessing over lunch, as Bland- 
ings did to his friend Cole. Cole 
told him: “You’re a vice-presi- 
dent; you can kick your inferior; 
around; Banton & Dascomb is one 
of the soundest agencies in the 
business; and into the bargain 
you’re grossly overpaid. It’s ideal,” 
Blandings admitted it, adding, “I'm 
being overpaid by society.” 

In the previous year, Blandings 
had received 75% of his year’s sal. 
ary as a Christmas bonus; in the 
current year, it looked as if the 
bonus would be 85%. This is agony 
to Blandings, and—if true—it 
would be agony to most agency 
comptrollers. 

Blandings’ trouble lay in his 
inability to adapt himself to the 
business with the proper simula- 
tion. “It’s this perpetual shuttling 
back and forth between the gran- 
diose and the preposterous, and 
taking it all with total seriousness, 
that destroys minds in this busi- 
ness,” he insists. 


@ In the course of the book, in 
trying to salvage his destiny and 
his self-respect, Blandings takes 
a leave of absence from the agen- 
cy, buys a small-town newspaper, 
wars with the townspeople, winds 
up by returning to both the agen- 
cy business and the city. 

Mr. Hodgins, a Fortune alumnus 
(he was managing editor and pub- 
lisher and later a Time v. p.,), has 
a deft touch with the ironic. At 
a full-blown country intellectual 
cocktail party, the guest of honor, 
a withdrawn Indian political lead- 
er, turns out to be most interested 
in Blandings—it seems he works 
for J. Walter Thompson’s Bombay 
office when his government is out 
of power. 

On the other hand, Hodgins in- 
sists on cute names: the whisky 
B&D advertises is Old Supine; the 
dog food, Arf; the laxative, Queeze; 
an association, Carfloat Under- 
writers. Further, the agency has a 
president named Horace Dascomb, 
whose partner is Suggerd Banton, 
its head space buyer is Lorbet 
Neen, and there is a cub copy- 
writer called Dward Wayburn. 
Blandings buys his newspaper 
from Urmot Nellus; there is a 
newspaper columnist named Homer 
Vascal; Blandings’ analyst is named 
Udderweld. 


a Advertising seems rather child 
ish to Mr. Hodgins, who has a con- 
siderable knack for picking up the 
jumbled patois of the media and 
research men, which enables them 
to speak a simple truth in the 
world’s most tortured language. 

And most of his advertising 
readers will find the vexations of 
Mr. Blandings quite endurable for 
his rewards. They could stand 4 
little of that high-priced frustra 
tion themselves. 


Brine Agency Moves 


Frank R. Brine Advertising has 
moved to 270 Park Ave., New 
York. 
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MOVES COAST HEADQUARTERS—Receiving a Southern California welcome is 
Joseph Brenner, (third from left), regional attorney of the Federal Communications 


Commission, on the occasion of his moving his headquarters from San Francisco 
to Los Angeles. Greeting him is A. E. Joscelyn, operations director of CBS, and 
president of Southern California Broadcasters’ Association. Also taking part are 
Ernest Spencer (far left), president of KVOE, Santa Ana, and SCBA vice-president, 
and Bernard Linden, far right, resident engineer in the FCC Los Angeles office. 


Advertest Finds 
NY Daytime TV 
Viewers up 350% 


New BRUNSWICK, N. J., Aug 2— 
Advertest Research claims a 350% 
increase in daytime television aud- 
ience in its latest study, “Tele- 
vision Audience of Today.” The 
study was made in the New York 
metropolitan area, where inter- 
views were conducted in 846 tele- 
vision homes. 

The daytime audience, measured 
in terms of TV families, was found 
to have increased from 29.5% in 
March, 1949, to 44% in June of this 
year. The study suggests that the 
size of the daytime audience had 
increased even more, and com- 
pared the number of sets with 


audience figures: 
March ‘49 June '50 
TV sets in New York 450,000 1,360,000 
TV viewers before 
5 p.m. 132,750 598,400 


s Advertest reports that the latest 
study shows regular daytime view- 
ers spend an average of two hours 
and 11 minutes watching television 
before 5 p.m. The same audience 
spends an hour and 44 minutes lis- 
tening to the radio before 5 p.m., 
making a total of three hours and 
55 minutes devoted to both radio 
and television. 

The study reveals that 34% of 
all respondents said they never 
watch daytime television because 
they lack the time to do so or be- 
cause they listen to the radio. An- 
other 22% answered that they did 
view daytime television, but no 
longer do so due to lack of time, 
poor programs, or a desire to sub- 
stitute radio. 

Advertest reports that the best 
example of station loyalty was 
found between noon and 1:30 p. m., 
when 83.5% of all respondents 
viewing TV said they turned to 
WABD for one or more programs. 


Mel Marks Joins WCCC 


Mel Marks has joined the com- 


mercial sales staff of WCCC, Hart- 
ford. 


Neenah Sets Survey 
To Gather Data on 


Letterhead Design 


NEENAH, Wis., Aug. 2—Neenah 
Paper Co. has prepared a busi- 
ness letterhead test kit which it 
will use to determine letterhead 
preferences, as well as to pro- 
mote the use of Neenah business 
papers. 

The kit contains 24 basic letter- 
head treatments reproduced by let- 
terpress, offset or engraving, plus 
16 pages of text on “The Psychol- 
ogy of Business Impression” and 
a set of opinion cards on which 
survey participants can indicate 
their letterhead preferences. 

Business executives, profession- 
al men and printers will be asked 
to participate in the survey, which 
the company plans to conduct over 
a three-year period. At the end of 
this time it believes it will have 
accumulated enough reliable data 
to guide both letterhead designers 
and users. 


a Before deciding on the kit idea, 
Neenah and its agency, Burnet- 
Kuhn Advertising, Chicago, con- 
sidered preparing a questionnaire 
to survey letterhead preferences. 
This was discarded as impractical, 
because of its cost and the doubt- 
ful value of its results, plus the 
difficulty of reaching top execu- 
tives in this manner. 

Instead it was decided to pre- 
sent each participant with actual 
samples of letterheads so that he 
could pick out the type of letter- 
head that pleased him the most. 
The preferences expressed in the 
survey may not agree with the 
opinions or preferences of letter- 
head designers, but Neenah feels 
that the major purpose of a let- 
terhead is to serve as a selling 
vehicle, so it should be designed 
to please the recipient. 


Bressner Radio to Kashuk 


Bressner Radio, New York, has 
appointed Lew Kashuk & Son Ad- 
vertising Co., New York, to handle 
its radio and television advertising. 
Cooperative programs with leading 
manufacturers are expected to be 
developed. 
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newsworthy, informative, and interesting,” 
Says Mrs. Reidun Sweeney (Mary Alden), 
Director of Home Economics, 
The Quaker Oats Company, 
about the food page in The New York Times 


Says Mrs. Sweeney: “It has been proven time and again that the home- 
makers of this country look to the newspaper food columnists for 
homemaking help. Jane Nickerson’s columns in The New York Times 
give the type of constructive aid that every homemaker wants. Miss 
Nickerson is well informed on news in the food world and reports it 
faithfully to her readers. It is a real service feature that The New 
York Times offers its readers through the newly expanded food pages.” i 


And because it is such a real service, thousands of New York home- 
makers, feeding their hungry families regularly, read the daily food 
page in The New York Times regularly. They offer the enterprising 
food advertiser a hungry and inviting market within the rich and 
hungry New York market, where The New York Times has been the 
advertising leader since today’s homemakers were little girls. Find out 
all about it today. 


New York Boston Chicago Detroit Los anit hans Francisco 
pane ati 


The New ¥ York Times. 
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Miller Joins DuMont 

Robert W. Miller, former net- 
work account executive with 
American Broadcasting Co., Chica- 
go, has joined the DuMont Tele- 
vision Network’s sales department. 


Espey Joins Waldie & Briggs 

Richard B. Espey, formerly with 
Glenn, Jordan & Stoetzel, has 
joined the creative staff of Waldie 
& Briggs, Chicago. 


Arnold Agency Moves 

Arnold & Co., Boston agency, 
with offices in United Press Bldg., 
262 Washington St., has moved to 
— quarters in the same build- 


Names Frederick Best 

Frederick Best has been ap- 
pointed a director and general 
manager of Canadian Printing & 
Lithographing Co., Montreal. 


FP 
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Both Parties Vie for Top 
Role in Curbing Controls 

WasHIncTON, Aug. 3—Now that 
both parties are supporting stand- 
by price and wage controls, poli- 
ticos are wondering who out- 
smarted whom. Republicans, the 
traditional foes of bureaucracy, 
were demanding that the “fair 
dealers” clamp down on inflation. 
Democrats, who are supposed to 
worship the welfare state, were 
insisting that industry does best 
with a minimum of control. 

From the political standpoint, 
the turnabout was working out 
well for Republicans. The record 
showed they were the first to take 
up the fight for the housewife. 


By STANLEY E. COHEN, Washington Editor 


And President Truman was still 
responsible for picking the day 
when the cumbersome control ma- 
chinery would go into operation. 

But Democrats sensed an am- 
bush. They waited until Republi- 
cans committed themselves to price 
and wage controls. Then the Pres- 
ident graciously announced that 
he would permit them to twist 
his arm. He insisted that he had 
abstained from the price-wage is- 
sue only because he feared it 
would delay action on urgently 
needed controls for credit and 
raw materials. 

* “e * 

The administration still hopes 

that inflationary pressures will 


a a 
STAR PLAYHOUSE 


HV) 


WITH ITS PREMIERE only a few weeks behind it, the 
Bromo-Seltzer show, "Hollywood Star Playhouse" 
(Mondays, CBS), has already won an enthusiastic 
following. The dramatic series presents the 
screen's top stars in originals by Hollywood's 
leading writers. Herbert Rawlinson, shown with 
Ray Milland, is narrator—host. Commercials 

for the show are by Norman Brokenshire. 


FAST GROWER 


SALES AT an all-time high, advertising budget 
more than doubled, campaign boosted from small 
space to four-color pages—these are one year's 
accomplishments of Toro Manufacturing Corpo— 
ration, BBDO Minneapolis client. Forceful ads 
help Toro solve its seasonal sales problem. This 
page in The Post was read by nearly three times 
as many men as the average ad in the issue. 


BOSTON * BUFFALO * 


MINNEAPOLIS * 


NEW YORK * 
CHICAGO * 


5 


GOOD LUCK 


SAN FRANCISCO * 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


PITTSBURGH 


* CLEVELAND * DETROIT 


HOLLYWOOD + LOS ANGELES 


THAT NEW Good Luck Margarine—new product, new 
package—made its appearance in the stores 

last month. Its arrival was heralded by powerful 
1500-line advertisements in 137 newspapers. To 
get the improved Lever Brothers Company product 
off to a flying start with dealers and consumers, 
the opening promotion was built around a "We'll 


buy your first pound" offer. 


THREE FIRSTS SS 
FIRST PLACE among all the poster campaigns of 


ee 8 


midwest advertisers was awarded to BBDO Chicago's 
campaign for Meister Brau in the annual compe-— 
tition conducted by the Chicago Federated Adver— 
tising Club. Meister Brau's newspaper campaign 
also took first place. Most gratifying of all, 
Meister Brau is in first place in sales among 

all brands of beer served in Chicago homes. 
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subside if consumers and indug- 
trial buyers are convinced there 
is enough for all. Statistically, 
there is enough for the foreseeable 
future, but people are hard to con- 
vince. All too often, some well 
meaning company has run an ad 
assuring its customers there ig 
enough to go around. Then a few 
days later, the price goes up. 

. ° « 


Some of the hysteria may taper 
off as people begin to realize that 
they are making fools of them- 
selves. As things look now, cut- 
backs in appliances and durables 
are still some time off. Even when 
they come, the cutbacks will prob- 
ably still leave us with substantial 
production of consumer goods, 
Current military spending plans 
are minor league stuff compared 
with World War II purchasing. TV 
makers hope to keep production at 
50% of the current rate, and we 
seem sure of at least 750,000 homes 
for 1950. The auto industry talks 
of a 40% cutback for 1951. That 
still means 5,000,000 cars and 
trucks—a total exceeded only once 
before. 
e 2 « 

Admen should tred softly dur- 
ing the “twilight” period ahead. 
There will be goods to sell, but 
business-as-usual copy may not 
read well to servicemen’s wives 
and families. 

* 7 . 

After months of delay, the Sen- 
ate gave its okay last week to six 
members of the newly created Post 
Office Advisory Board. Suggested 
by the Hoover Commission, the 
board consists of recognized busi- 
ness leaders, who are supposed to 
find ways of helping the Post Of- 
fice improve itself. 

Here’s an unusual twist. The 
only nominee who failed to get 
Senate clearance was Morris L, 
Ernst, critic of press “monopoly.” 
His hostility toward publishers 
wasn’t the issue. Sen. William 
Langer (R., N. D.) asked delay 
because Mr. Ernst has been lobby- 
ing against postage rate increases. 

« * ~ 

The House interstate commerce 
committee opens hearings Wednes- 
day on the so-called McFarland 
bill, passed by the Senate last year 
to streamline procedures of the 
Federal Communications Commis- 
sion. There is general support for 
some features—for example, the 
section enabling FCC to issue cease 
and desist orders to stop rule vio- 
lations which are not sufficiently 
serious to warrant license revoca- 
tion. But other parts are opposed 
by FCC, and there may not be 
time to work out an acceptable 
compromise. 

ry s e 

A hairline vote in the Senate 
interstate commerce committee 
blocked Dry efforts to revive the 
Langer bill, outlawing advertising 
of alcoholic beverages. The com- 
mittee divided 7-6 against a mo- 
tion by Sen. Owen Brewster (R., 
Me.) to approve the Dry bill. Pre- 
viously the committee had pigeon- 
holed the measure 6-3. 


Latham Names Kautzmann 


Frank N. Kautzmann Jr., for- 
merly assistant advertising and 
sales promotion manager of Phil- 
co International Corp., has been 
named advertising and sales pro- 
motion manager of Thor division 
of E. B. Latham & Co., New York 
distributor. 


Martin Appoints Two 


Glenn L. Martin Co., Baltimore, 
has appointed Richard L. Johnson, 
formerly assistant to the president, 
as vice-president of finance, ani 
Jess W. Sweetser, formerly assist- 
ant to the president in charge of 
sales, as vice-president of sales. 


Kermin-Thall Agency Moves 
Kermin-Thall, New York, has 


moved from 222 4th Ave. to 118 E. 
28th St. 


Adv 
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Cuicaco, Aug. 2—Dollar volume 
of advertising in 38 farm publica- 
tions in 1949 was $44,291,580, ac- 
cording to Farm Publication Re- 
ports Inc. 

During the first six months of 
1950, the 38 publications measured 
py the co-op service carried $24,- 
871,237, as compared with $24,808,- 
597 in the first six months of 1949. 

The 1949 total of $44,291,580 is 
about $16,000,000 higher than Pub- 
lishers Information Bureau’s °49 
total, which was approximately 
$28,000,000. However, the PIB fig- 
ure only includes advertising run 
in the six national farm publica- 
tions. 


41 
Farm Publications Reports Releases Is there enthusiasm for Dy ateail L [> 
your product at the e di eve e 
* s 
Farmer, The ....... 651,137 735,170 : tat : ‘ 
» . ' @ The great bulk of all branded us. your brand by advertising ACB offers 12 important services ; 
» » - 700,858 | goods is sold through retail stores it locally in their daily newspapers based on newspaper research. These 
Wisconsin Agriculturist located in the 1393 cities in which —give you complete details in report services have the utmost flexibility. 
Farmer ....... 384,860 422,010 | daily newspapers are published. form—supplemented if you wish, by You can have them cover the entire \ 
oom Fune a“ 317,959 314,398 | ACB can tell you what retailers are actual tear sheets. country or a single city. You can ; 
ae ancher 38,466 33,987 And at the same time, your ACB order these services continuously 
Mentans Farmer-Steck- . : report can tell you what support or intermittently. 
Re didtee tae phs 83,391 92,534 your competitors’ dealers are put- Send Toda 
Utah Farmer ....... 35,997 39,598 ting back of the lines they handle. Fees 
Idaho Farmer ....... 71,771 80,801 Watch mass retailer enthusiasm for a 24-page Catalog describing 
ll ie through ACB Reports! It’s at the and illustrating the 12 helpful serv- 
Westers San tie. 198 371 194.275 retail level that your brand moves __ ices which ACB will furnish to mer- 
- ie ae RN §24.871.237 $24,808,597 forward or slips back. It’s at the chandisers. Gives de- 


s Both the Agricultural Publish- 
ers Assn. and Farm Publication 
Reports Inc., which released fig- 
ures on the 38 publications, feel 
that farm publications have not 
been receiving credit for the full 
volume of advertising carried. 

According to Ed C, Nash, execu- 
tive secretary of both organiza- 
tions, the difference between the 
dollar volume of advertising in the 
six national publications measured 
by PIB and the 36 additional 
publications measured by Farm 
Publication Reports “would run 
somewhere between $16,000,000 
and $18,000,000 annually.” 

“We feel,” he adds, “that this 
additional volume of advertising 
should be credited to farm pub- 
lications whenever total figures 
are used.” As a result, FPR has 
decided to release monthly, quar- 
terly, semi-annual and annual fig- 
ures as soon as they are available. 


es Dollar volume of advertising 
carried by the 38 publications in 
the first six months of 1949 and 
1950 is as follows: 


First First 

Half Half 
Publication 1950 194 
Capper’s Farmer ... $1,483,566 $1,486,960 
Country Gentleman .. 4,751,287 4,954,103 
Farm Journal ...... 4,467,911 4,410,371 
Successful Farming .. 1,983,361 1,972,050 
Progressive Farmer .. 1,914,676 1,706,663 
Farm & Ranch ..... 329,725 
Southern Agriculturist 939,315 


Farm & Ranch with 
..Southern Agriculturist 920,946 
American Fruit 


ee 84, 67,242 
Breeder’s Gazette ... 95,993 101,547 
Hoard’s Dairyman ... 438,544 407,211 
Poultry Tribune .... 406,266 389,254 
American Agriculturist 221,708 192,909 
Michigan Farmer .... 279,818 278,011 
New England 

Homestead ....... 177,317 186,912 
Ohio Farmer ....... 328,439 323,466 
Pennsylvania Farmer . 272,925 259,572 
Rural New Yorker ... 408,980 335,700 


New Jersey Farm & 


Se 56,509 50,094 
Farmer-Stockman ... 348,350 274,354 
Kentucky Farmer ... 99,032 93,333 
Southern Planter .... 249,264 248,721 
Dakota Farmer .... 273,502 307,684 
Kansas Farmer ..... 184,682 191,975 
Missouri Ruralist ... 140,391 143,451 

ebraska Farmer .... 338,403 363,920 
Prairie Farmer ..... 754,110 784,801 

MOVED 


If you have moved, tell us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don't miss a single 
important issue . .. and help 
us make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
200 E. Illinels St., Chicago 11, Ill. 


retail level that your promotion ef- tails of cost, coverage, 
fort can bring rich returns. list of users, etc. 


Wheelock Names Two V.P.s 


Russ Johnston, former vice- 
president and director of Jerry 
Fairbanks Studios, Hollywood, has 
been appointed vice-president and 
director of radio and television 
for Ward Wheelock Co. in Holly- 
wood. Carroll Carroll, formerly 
script supervisor for radio pro- 
grams, has been appointed vice- 
president and director of Holly- 
wood operations. 


ACB SERVICE OFFICES 
79 Madison Ave. * Phone: Murray Hill 5-7302 * New York (16) 
538 S. Clark St. © Phone: Wabash 2-6130 °* Chicago (5) 
161 Jefferson Ave. ° Phone: 37-0595 ° Memphis (3) 
16 First Street °* Phone: Sutter 1-8911 * San Francisco (5) 


THE ADVERTISING CHECKING BUREAU, INC. 


Bread & Hyacinths episode 


Box top plus two-bits offer | 
sells 6,188 bags flour... = 


Are you selling myrrh, pearls, Tabu, hearts Al 
and flowers, and such? Then brother, we have a 
message for YOU! 

To women who appreciate the finer things in 
life, Heckers’ last December offered a dollar’s 
worth of Christmas cards...for twenty-five cents, 
and a label from Heckers’ Red Ball Flour bag. : 
(The flour cost 23c to $2.15 per bag, incidentally.) | 

The offer was made in four keyed ads, 96 lines 
on 2 columns, run in thirteen metropolitan 
newspapers... twelve dailies, one semi-weekly. 
Total coupon return was 11,500 of which 
(surprise!) 53.8% came from The News. Indicating 
that News readers had bought 6,188 bags of flour 
...a lot of flour, even if you put it in barrels! 

The News coupon cost was 3lc. The twelve 
other papers averaged 88c. What did you expect? 

At the risk of becoming tiresome, we repeat: 
If your prospects are housewives who cook and 
send Christmas cards—or even if they aren’t... 
there is no way of reaching so many of them, so 
quickly, so persuasively, so cheaply, as The News! 

And in New York, mind you! 
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DAILY... more than 2,250,000 
SUNDAY more than 4,100,000 
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No. 3707. Analysis of Quality 
Housing Market. 

The market outlook for quality 
housing as distinguished from mass 
housing is studied in this report, 
“Let’s Sell Quality Housing.” Com- 
parative expenditures on housing, 
food, durable goods, household op- 
eration, liquor, tobacco and amuse- 
ments are charted. The study is 
offered by Home Owners’ Catalogs. 


No. 3708. New York Family Gro- 
cery Brand Preferences Stud- 
ied 


Brands of grocery products 
stocking the shelves of its readers 
in New York City and suburbs are 
surveyed in this study offered by 
the New York Times. Title is “Gro- 
cery Product Brands Used by New 
York Times Families.” 


No. 3709. How to Use Decalcoma- 
nias in Selling. 
“Decalcomania—the Art of Sell- 
ing” is a new booklet providing 
tips on using decalcomanias and 
“Fabri-cals” (a new type for fab- 
rics) for product decoration and 
merchandising. It is offered by the 
Meyercord Co., Chicago. 


No. 3710. Building Management 

Market Studied. 

“Who Buys for the Buildings 
of America” is a new booklet ana- 
lyzing the size and scope of build- 
ing management activity and its 
importance to sellers of various 
goods and services. The study is 
offered by Business Week. 


No. 3712. Radio Audiences Stud- 
ied in 116 Cities. 
Sets in use, ratings of networks 
and programs, and audience per- 
centages shared by networks and 


Information for Advertisers 


programs are told in this new ra- 
dio listening study of 116 cities in 
42 states. Title is “Radio Listen- 
ing in Home Town America.” It is 
offered by the Mutual Broadcast- 
ing System. 


No. 3713. Guide to Starting New 

Business Abroad. 

This folder is a checklist of serv- 
ices and helps available to firms 
planning or expanding a business 
venture overseas. Title is “How 
McGraw-Hill International Can 
Serve Your Company Overseas.” 
It is offered by Overseas Business 
Services. 


No, 3714. Canadian Radio Audience 
and Market Studied. 

The size and growth of Canada’s 
radio audience and case histories 
of effective radio advertising are 
told in this study, “Profile of a 
Prodigy That Sells in 3% Million 
Canadian Homes.” It is offered by 
the Canadian Association of Broad- 
casters. 


No. 3715. Market for Gas House 
Heating Appliances. 

The combined estimates of 105 
gas utilities on the extent and lo- 
cation of the 1950-51 market for 
gas house heating appliances and 
equipment are reported in this 
study, “Gas Househeating Survey.” 
It is offered by Gas. 


No. 3704. Checklist for Boosting 

Toilet Goods Sales to Retailers. 

“What Retail Executives Want 
to Know About Your Toilet Goods 
Business” is a “master checklist” 
for improving sales to retailers. 
It is offered by Women’s Wear 


Daily. 


Note: Inquiries for the items listed above will not be serviced beyond Sept. 18. 


USE COUPON TO OBTAIN 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 
200 E, Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


INFORMATION 
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OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 

rofitable to you: A man with certain 
Pighly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was e 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9, 
from a small agency, another at $11,009 
from a big agency . . . mighty fine div- 
idends from a investment. Maybe 
this will suggest something to you— 
who knows? 


HELP WANTED 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


Advertising Agency Account Executive 
(Senior) with mid or southwest back- 
ground is offered permanent job oppor- 
tunity in Texas by 25 year established 
agency with challenging national consum- 
er accounts. He may now be sales or 
advg. executive of package goods or ap- 
parel manufacturer. Must know all media, 
be strong copyman, have 5 years small 
agency account handling experience or its 
equivalent; age 30-40, withstand rigid in- 
vestigation. Apply letter only, connections, 
type accounts, military status, personal, 
strict confidence, Chicago interview. Pres- 
ident, Albert Evans Advg., Ft. Worth 2, 
Texas. 
HARRISON PERSONNEL SERVICE 


blished 1915 

Sales Executives—Advertising—Sales Pro- 
motion—Editorial. Ask for M. B. Muench 
20 W. Jackson Blvd. Chicago 4 

SALES MANAGER WANTED 
National organization soft beverage field 
looking for man of proven ability and ex- 
perience to direct field staff and fran- 
chised companies. Man between 35-40 who 
is interested in opportunity for develop- 
ing a real future. Give full details, ex- 
perience, accomplishments, salary require- 
ments, etc. 

Box 3284, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Space Sal $4,200 
Chemical Field 
GEORGE WILLIAMS....PERSONNEL 
206 S. State St., HA 17-2063 Chicago 4 


TO AGENCIES & NATIONAL REPS: 
Time-Space Buyer, Radio Time Sales- 
woman seeking new agency or Rep affili- 


ation. 
Box 3286, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING OR 
SALES PROMOTION MANAGER 
Advertising and Promotion Manager with 
nearly 10 years in advertising and pro- 
motion experience including radio, news- 
paper, and direct mail. amiliar with 
printed layouts, and point of sale pro- 
motion. Would like position with small 
or medium size manufacturing concern in 
Florida or the Southeast. Married man, 
dependable with good record, under 35. 
Box 3287, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN DESIRES CHANGE 
20 yrs. newspaper, magazine & farm pa- 
4 experience. Col. Grad. Married. Fam- 


y. 
Box 3292, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
“EXTRA VALUE” COPY MAN who can 
also CONTACT CLIENTS, do quick 
“roughs”. Solid 10 year record of con- 
sumer and industrial experience. Past 5 
years assisting pres. small agency, doing 
copy, servicing accounts. Married, age 30, 
college trained. Now employed. 
Box 3293, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


NEW YORK Space Rep. (oldtimer) will 
add est. trade/indust. pub. Prefer AUDIT- 
ED CIRC. Commission basis. No draw. 
Box 3283, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Copywriter—30 to 40 years old—experien- 
ced in and capable of writing down-to- 
earth selling copy on steel products sold 
both to consumer and industrial fields— 
location Missouri—salary $4800. 
Write fully in confidence, send samples. 
Box 3285 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
**AND** 


Writers, Publicity. Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4 Ill. 
ADVERTISING SALESMAN 
Advertising salesman experienced on bus- 
iness papers for full responsibility of 
home office (Chicago) territory. Only 
proven top calibre man considered. This 
is a genuine opportunity with leading 
publisher. State previous salary, exper- 
ience, age, and other details. 
Box 3290, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
A CHANCE TO ADVANCE 
WITH BIG ADVERTISER 
Large progressive company has opening 
in Chicago Advertising Dept. for man un- 
der 40. Experience in automotive or petro- 
leum merchandising preferred. Should be 
able to write, also handle contacts with 
sales organization. An unusual opportuni- 
ty to participate in well-rounded, semi- 
national advertising operation. Generous 
employee benefits. Good salary. 
Box 3291, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Agcy Copywritels............00000 $3,600-$12,000 
Exper. food, pkg. gds., home appli. accts. 
8 Sales Prom. Writers....................... to $7,000 


Pkg. gds. exp.; salesmen’s, dealer’s aids 
Ace Slide Film Writer. Promot. Exp..Open 
Market Research.....Agcy. exp....... to $3,600 


TRIANGLE EMPLOYMENT AGENCY 
202 S. State St. Rm. 412 Ha 17-6520 Chgo. 
Graphic Arts Salesmen 
Fine opportunity for men currently sell- 
ing in the Graphic Arts field to increase 
earnings representing a new, fast grow- 
ing Chicago firm that specializes in Photo- 
lettering, perspectives, reproportioning, 
bas reliefs, etc. Commission basis. Flexo- 

lettering Co. Ra 6-1696 Chgo. 


POSITIONS WANTED 
Copy boy, large New York daily, desires 
more constructive editorial work any- 
where in U. S.; college graduate (cum 
laude); excellent writing ability. 
Box 3256, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrew 1504 ge, Omaha, Nebr. 
REPORTS ON SPECIFIC SUBJECTS plus 
preliminary advice....Math. Business Anal- 
ysis, instruction, 12 issues $21.00; Pro- 
jection of Opportunities $1.50; Projection 
of ideas $1,50; Functional Design Anal- 
ysis $2.00; Sequential Analysis—from Idea 
or Raw Material to Commerce $5.00; The 
Mathematical Analysis of Company and 
Other Mass Records. U. S. or Canadian 
Funds.—Inquiries Free—Research on Con- 
tract....Dr. Henry W. Lohse (Mathemati- 
cal Division), 277 Broadway, Suite 609, 
New York, N. Y.; or 21 Sunnydale Drive, 
Toronto 18, Canada. 

WANTED: WORKING ARRANGEMENT 
WITH ADVERTISING AGENCY by Ex- 
per. Acct. Ex. with small billing but big 
potential. Agency must have full facilities 
incl. radio & TV. Will consider invest. 

Box 3288, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING MANAGER — 
ETHICAL PHARMACEUTICALS 


A leading mid-west pharmaceutical labora- 
tory, rapidly expanding, needs advertising 
manager experienced in all phases of 
ethical pharmaceutical promotion—direct 
mail, professional publications, general lit- 
erature, house organs, etc. 

Please give complete resumé of experience 
and qualifications in first letter. 

Box 7671, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


NEW YORK INVADES CHICAGO! 


But new arrivai doesn’t expect to atomize 
the town. Ad woman, 26, mature, imagi- 
native. Creative background includes 3 
years J. Walter Thompson top accounts. 
Enthusiastic endorsements. roven dy- 
namic copy — products, service. Heavy 
radic-TV-publication experience. Special 
material for Arthur odfrey, Eleanor 
Roosevelt, Jack Benny, Vice Pres. Barclay 
p= geuns. High space rates preclude full 
e 4 


7669, ADVERTISING AGE 


Box 
200 E. Illinois St., Chicago 11, Ill. 


Advertising Age, August 7, 1959 


Syndicated Football 
Highlight Films Are 
Planned by ABC-TV 


New York, Aug. 1—Beginning 
Sept. 11, the Cooperative Sales 
Department of American Broad- 
casting Co. will offer to. ABC's 
TV affiliates a syndicated foot- 
ball series on film, covering the 
highlights of games by teams in 
the National Professional Footbal] 
League. The series will be known 
as “Pro Football Highlights.” 

Sun Oil Co. has signed up for 
the program in 14 markets, which 
eliminates the series from the fol- 
lowing cities under the affiliate 


plan: Baltimore, Cleveland, Co. 
lumbus, Dayton, Detroit, Grand 
Rapids, Johnstown, Lancaster, 


Lansing, New Haven, Philadelphia, 
Pittsburgh, Toledo, and Washing- 
ton. 

The first film will be a fore- 
cast of things to come by Harry 
Wismer, ABC grid _ sportscaster, 
with scenes from training camps 
of various teams. 


ws ABC also will offer affiliates 
“Crusade in Europe,” the TV ser- 
ies based on General Eisenhower's 
book, for a third run on a syn- 
dicated basis. The second run of 
this series was sold to stations in 
39 markets. First sales in the third 
offering have been made in Nash- 
ville, Rock Island, Ill., Providence, 
Houston and Milwaukee. 

Each of the professional foot- 
ball films, after the first release, 
will give highlights from six 
games each week and will be ready 
for distribution by Thursday of 
the week following the Sunday 
or Monday on which the games 
are played. 

ABC television affiliates will be 
given the first refusal for a per- 
iod of two weeks. The series then 
will be offered to other TV sta- 
tions on the same terms. 

“Pro Football Highlights” will 
not be released in any city on the 
same day that a National Football 
League Game is being telecast in 
that city, nor on a date on which 
a regular football program of the 
local team is available. 


ACCOUNT 
EXECUTIVE 


Foods -Drugs - Cosmetics 


- OUTSTANDING 
PROPOSITION 


Well established Chicago agency offers most 
unusual opportunity to right man. This man 
will head our package goods division. He will 
enjoy a permanent connection with a financially 
stable organization where fullest cooperation 
in every phase of marketing, merchandising 
and advertising is available to help him de 
velop new business. He should have established 
contacts in food, drug or allied fields. To this 


CORRESPONDENT available for full or 
part time in Chicago area. News, feature 
articles, photography. 
Box 3258, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Creative Copywriter 
Agency, newspaper experience. University 
adv. major. 25. Draft-exempt. Am now in 
ad rut, Prefer agency. Like to see re- 


sume? 
Box 3289, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


IF YOUR TV HONEYMOON IS OVER 
++. you'll be interested in a TV Director 
with ACTUAL TV experience. 15 years as 
major agency copywriter, radio and televi- 
sion director. Le aay business to learn 
TV the hard way. . y doing it. Now 
Chief Producer for midwest’s only televi- 
sion network. Minimum, $12,000. 
Box 7667, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


man, we are prepared to discuss one of 
most attractive propositions in the advertising 
field. Strictest confidence will be observed. 
Address 
Box 7668, ADVERTISING AGE 
200 E. Illinois St., Chicago II, Ill. 


WIT 


ELECTRIC SPECTACULARS « 


POSTERS « 


The. R. C Maxwell (a. Auantic ¢ vtv NSD 
OUTDOOR ADVERTISING 


MAXWELLS HIGHSPOT DISPLAYS 


ON THE FAMOUS ATLANTIC CITY BOARDWALK 
IT’S 18,000,000 ANNUAL VISITORS 


PAINTED DISPLAYS 


LIFE-TIME OPPORTUNITY with 
long-established Chicago ADVERTIS- 
ING AGENCY for man with account 
experience to head up soliciting af 
contacting. Ownership interest avail- 
able in due course. Character an 
cooperative temperament _ essent 
Agency is widely and _ favorably 
known, with broad experience, faif 
policies, and strong planning and copy 
abilities. Address: 

Box 7672, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


— 


WANTED: 


Chicago manager for a well-established 
semi-technical electrical magazine. In add 
tion, a business manager—location, New 
York City. 

Box 7670, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il. 
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Advertising Age, August 7, 1950 


Tele-Que Devises New Index to Suggest 
Impact of Video Commercials on Listeners 


.Los ANGELES, Aug. 2—Coffin, 
Cooper & Clay, Los Angeles video 
research organization, has devised 
a method for suggesting the impact 
of TV commercials. 

The company, which previously 
has issued Tele-Que reports list- 
ing the “most liked” and “most dis- 
liked” television commercials, now 
has added what it calls the “com- 
bined index”’—a simple addition 
of the number of respondents who 
like a commercial and the number 
who dislike it. 


s During the July, 1950, survey 
of 534 TV homes in the Los An- 
geles viewing area these questions 
were asked: 

1. “Of all the advertisements 
and commercials that you have 
seen on television, which one do 
you like the best?” 

2. “Of all the advertisements 
and commercials that you have 
seen on television, which one do 
you like the least?” 

Figures on “liked” and “dis- 
liked” commercials are reported 
separately and then tcgether, in 
a combined index. In addition to 
revealing the attitude of viewers 
toward specific commercials, the 
new compilation is intended to 
provide some indication of accept- 
ance or recognition. The lineup: 


Com- Dis- 
bined Liked liked 

TV Commercial Index 
Ballantine 106 104 2 
Texaco 71 66 5 
Coast Federal Savings 63 12 51 
Chevrolet (in general) 42 27 15 
Ford 42 35 7 
Spade Cooley (Central 

Chevrolet) 42 25 17 
Triple Theater (Chev- _ 

rolet) 35 25 10 
Hoffman Radio 32 15 17 
Teatime Candies 29 22 7 
Dr. Ross Dog Food 27 10 17 
Pabst 24 22 2 
Chrysler (Big 4 

Dealers) 22 0 22 
Lucky Strike 22 0 
Plans Back-to-School Drive 


Speed Products Co., Long Island 
City, has launched a “back-to- 
school” promotion for its “Tot 50” 
Swingline stapling kit. Full-page 
ads will appear in The Saturday 
Evening Post, plus ads in Better 
Homes & Gardens, Look and New 
York Times. Trade publications 
also will be used. Newspaper mats 
and window streamers are being 
offered to dealers. 


‘Times-Herald’ Now a Daily 


After more than 40 years as a 
semi-weekly publication, Times- 
Herald, Alliance, Neb., became a 
daily Aug. 1. The newspaper is 
a member of Seaton Publications, 
which operates eight dailies in 
Kansas, Nebraska, South Dakota 
and Wyoming. Opening day cir- 
culation was about 5,200 paid. 


Re-Enters Fashion Field 


West-Marquis Inc., Los Angeles, 
has announced it will re-enter the 
fashion and apparel field Nov. 1, 
with all its offices participating. 
Directing the operation will be 
Marion Trendley and Betty Bishop. 
Services will include marketing, 
merchandising, advertising, pub- 
licity and promotion. 


Polk & Co. Issues Catalog 


R. L. Polk & Co., Detroit, com- 
piler of city directories throughout 
the country, has issued a new 
mailing list catalog which describes 
and cross-indexes more than 6,000 
categories of mailing lists. Copies 
May be obtained free by writing 
toR. L. Polk & Co., mailing list 
division. 


Gimbel Promotes Wilsker 


Irvin H. Wilsker, formerly head 
of direct mail and special promo- 
tion departments of Gimbel Bros., 
Philadelphia, has been promoted 
to advertising manager. He suc- 
ceeds Marc Jonas, who resigned to 
Join Sterling-Lindner, Cleveland. 
a Wilsker joined the store in 


“hit ceili ae Stacy. Sh 


Milani’s 22 17 5 
Old Gold 22 20 2 
Philip Morris 22 0 22 
Sunsweet Prunes 22 22 0 
Log Cabin Bread 20 15 5 
RCA 17 2 15 
Ed Wynn (Camels) 15 15 0 
‘HOPALONG CASSIDY’ 

TOPS TELE-QUE LIST 


Los ANGELEs, Aug. 2—July Tele- 
Que ratings in Los Angeles, com- 
piled by Coffin, Cooper & Clay 
from diaries containing viewing 
records of 712 TV families during 
the week of July 1-7, shows “Hop- 
along Cassidy” in top position. 

First ten programs are: 

. Hopalong Cassidy 
. Triple Theater—Star two 
. Movies (Sunday) 


1 

2. 

3 

4. Spade Cooley 

5. Triple Theater—Star one 
6 

7 

8 

rc) 


. Triple Theater—Star three 
. Lone Ranger 
. Wrestling (Thursday) 
.’ |: <. EE 
10. Laurel & Hardy Comedy 
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Send for your free copy today! 


The only Consumer Market Study available for any 
Wisconsin City outside of Milwaukee! 


1950 Third Annual Consumer 
Buying Habit Study of the 


city zone MARKET OF APPLETON wisconsin 


97 Product Classifications — 64 Pages of Vital, 
Up-to-the-Minute Market Data about the FOURTH 
LARGEST City Zone Market in Wisconsin. 


SIMPLY WRITE: 


The Appleton Post-Crescent—pev's', tintsey 


Sure way to 
make your message 


Advertisers who use Telechron Ad Clocks find these units 
one of the wisest investments in their promotion budgets. 


That’s because these long lasting display pieces are on the 
job, day in and out . . . bringing your message to prospects 
at the point of purchase where it counts. Telechron Ad Clocks 
have a low initial cost, low operating cost. They give strong 
sales backing wherever they are used . . . for slogans, trade- 
marks, package designs. 


For complete details on the entire line send coupon below. 
Telechron Inc. A General Electric Affiliate. 


_ Beverages 


Wiuminated 15” Ad Clock No. 6. For 
store windows and all-night service inside 
stores. Advertising message baked into trans- 
lucent dial. Costs as little as $6.50 (plus tax) in 
maximum quantities. Also No. 604, 12’ Ad 
Clock, non-illuminated, at $4.95 in maximum 
quantities, 


Non-iliuminated 8” Ad Clock No. 603. 
Can be mounted in panels. Used on drink dis- 
pensers, counter dispensers, 
back-of-counter panels 
and so forth, Costs 
$3.45 in maximum 
quontities, 


li¢quot Club 4 


Gehchon 


Promotion and Product Replica Clocks. 
For use as company gifts to key people outside 
the organization. Designed to fit into replica of 
your product. Wide price range. 


TELECHRON INC., 


el 
— oe at a am am aw ae am ame ee 


360 Union Street, Ashland, Massachusetts 


® 
ADVERTISING 
CLOCKS 


Your All-Time 
Point -of-Salesmen 


I'm interested in more information a 
liquidating deals for Promoting them, 
Tell me more about: 

CJ 15” ILLUMINATED AD CLOCKS (Minimum 


C) 12" NON-ILLUMINATED AD CLOCKS 
CJ 8” CLOCKS for use 


bout Telechron Ad Clocks and the self. 


quantity, 100) 
(Minimum quantity, 100) 


in displays or dispensers (Minimum i 
ti 
[J PROMOTION CLOCKS (Minimum quantity; 250) ace 


() PRODUCT REPLICA CLOCKS (Minimum quantity, 500) 
| am interested in... «(No.) Clocks 
Name...... 


within eta iY 
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War Economy Will 
Stimulate TV, Not 
Hurt It: Mullen 


HoLttywoop, Aug. 2—A war 
economy will stimulate television 
in every direction, even if require- 
ments for critical materials slow 
down manufacture of television re- 
ceivers, Frank E. Mullen, board 
chairman of Jerry Fairbanks Pro- 
ductions and former general man- 
ager of NBC, told members of the 
Author’s Club here. 

He said that with television pro- 
gramming now reaching nearly 
50 million people—a significant 
part of our total population—tele- 
vision will be of growing impor- 
tance in any war effort. 


s “The demands of government on 
the creative ability represented by 
Hollywood writers, artists and pro- 
ducers will be enormous in even a 
partial war effort,” he observed. 
“World War II demonstrated the 
tremendous importance of radio 
broadcasting in the war effort... 
in maintaining high morale and 
all-out production effort. Tele- 
vision will be even more impor- 
tant.” 

Mr. Mullen also predicted that 
television will become one of the 
most vital means of communica- 
tion between people and govern- 
ment if a major war develops. 
This will be so because “in the 
nation’s 62 most important cities 
and areas, television will be inval- 
uable to demonstrate home de- 
fense, including proper means of 
smothering fire bombs, giving 
first aid to victims of atomic blasts, 
and the thousand and one other 
things the public needs to know in 
war time.” 


Jelsert Names Hirsch Co. 
Jelsert Co., St. Louis, manufac- 
turer of soft drink preparations and 
desserts, has appointed Maurice 
Lionel Hirsch Co., St. Louis, to 
handle advertising, effective Aug. 
1. Goodkind, Joice & Morgan for- 
merly serviced the account. 


FR Kis CARR, 


EMPIRE STATE BUILDING 
ENew YORK 1 ° LONGACRE 4-6634 


UT 


‘SHORT STORY’ COPY—This color spread is the first in a series of four spreads 


scheduled to run in 13 Canadian publications, sp 


ed by the Canadian Bank of 


Commerce. McKim Advertising Ltd., Toronto, is handling the series. 


Canadian Bank Will 
Run Color Ads with 
No ‘Selling’ Copy 


ToRONTO, Aug. 2—The Canadian 
Bank of Commerce has scheduled 
an unusual series of color spreads 
which contain no copy designed to 
sell either banks or banking facili- 
ties. 

Each ad consists of a short story 
written by a Canadian writer and 
illustrated by a Canadian artist. In 
selecting the writers and artists to 
do this series, the only specifica- 
tion made by the Bank of Com- 
merce was that they illustrate 
some aspect of Canadian life. 


s The campaign calls for a series 
of four spreads, three in English 
and one in French, to appear in 
13 national publications. Each ad 
will contain a different story, and 
the sponsor of the ads will be 
identified only by a line at the 
bottom saying: “Published by The 
Canadian Bank of Commerce... 
because we liked it.” 

A spokesman for the bank said 
that it was well aware that the 
advertisement would reach an ag- 
gregate readership of 10,000,000 
Canadians. “But,” he said, “we 
are also sincere in wanting to en- 
courage Canada’s artists and 
writers.” 

As publicity support for the ads, 
Maclean-Hunter Publishing Co. 
will send specially bound copies 
of the first ad in the series to 
nearly 3,000 Canadian business ex- 
ecutives. Arrangements also are 


America’s finest 


photoengraving plant 
Collins, Miller & 


H utchings INC. 


207 North Michigan, Chicago 
FRanklin 2-5854 


being made for distribution to 
authors’ clubs, chambers of com- 
merce, and to book reviewers in 
Canada and the U.S. 

The first story in the series, 
“The Bachelor’s Dilemma,” by 
Morley Callaghan, tells about a 
young man who tries to give away 
a lottery-won turkey at Christmas. 
His friends already have turkeys, 
so in desperation he gives it to a 
church. Suddenly he is ashamed, 
because “he hadn’t been looking 
for someone who’d appreciate a 
turkey—he’d been looking for 
someone who'd appreciate him.” 

McKim Advertising Ltd. here is 
releasing the series. 


Coolerator Names Beresford; 
Boosts Ad Budget 


H. C. Beresford, formerly sales 
manager of the home appliance 
division of Murray Corp. of Amer- 
ica, Detroit, has rejoined Coolera- 
tor Co., Duluth, Minn., as adver- 
tising and sales promotion man- 
ager. 

Coolerator’s 1951 lines will be 
shown at the Edgewater Beach 
Hotel, Chicago, Oct. 23-24. The 
company plans a larger ad and 
sales promotion campaign for next 
year. Cambell-Mithun, Chicago, is 
the agency. 


TV Directory Eyes Cleveland 


John Earl Naylor Jr., associate 
editor and business manager of 
“National Television Directory,” 
Chicago, has gone to Cleveland to 
discuss plans for the establishment 
of a branch office there. Other 
offices are in Los Angeles and 
New York. 


Heileman Names Officers 


G. Heileman Brewing Co., La 
Crosse, Wis., has named Ralph T. 
Johanson, president, and Roy E. 
Kumm, treasurer. Mr. Johanson 
was formerly executive vice-presi- 
dent and general manager, and Mr. 
Kumm was comptroller. 


Appoints Jean Werth 


Jean F. Werth, formerly with 
Dorland Inc., has been appointed 
supervisor of accounts of Colman, 
Prentis & Varley, New York, ad- 
vertising agency. 


Non-Manufacturing 
Industries Increase 
Output per Man-Hour 


New York, Aug. 2—Contrary 
to most manufacturing industries, 
productivity in several non-manu- 
facturing groups improved 
throughout the past decade, ac- 
cording to an analysis just com- 
pleted by the National Industrial 
Conference Board. 

While virtually every manufac- 
turing industry increased its out- 
put substantially during the past 
ten years, the analysis points out, 
some industries, such as electric 
light and power, were able to do 
so without comparably increasing 
man-hours of labor output. In 
other industries, anthracite mining, 
for example, the rise in the vol- 
ume of goods or services did not 
keep up with the rise in man- 
hours, so output per man-hour de- 
clined. 


a In agriculture, it took fewer 
workers to produce substantially 
more food, livestock and other 
farm crops in each year since 1942 
than had ever been produced in 
any year before the war. Output 
per worker was at an all-time peak 
in 1948, the latest year for which 
government estimates are avail- 
able. On the average, each worker 
produced 30% more than he did in 
1939. 

Class 1 railroads showed a 
marked rise, with the net result 
that the volume of railroad service 
(freight and passenger combined) 
provided by a man-hour of work 
increased about one-third between 
1939 and 1949. The gain for the de- 
cade was equivalent to a 2.7% in- 
crease a year. 


ws Output per man-hour in the 
electric light and power industry 
nearly doubled under wartime 
conditions. After a decline in the 
early postwar years, man-hour 
output in the privately owned elec- 
tric light and power industry in 
1949 was about 70% higher than in 
1939. 

In the telephone industry, the 
report says, there has been a de- 
cline in productivity, but official 
figures are subject to question be- 
cause of limitations in the basic 
data used. 

In the telegraph industry, the 
output-worker ratio in °48 was 
17% above ’39 and about the 
same as in ’45. 

In the anthracite mining indus- 
try, output per man-hour improv- 
ed during the ’40s but now stands 
at about 90% of the 1939 level. 
Bituminous miners, however, were 
producing nearly 12% more coal 
an hour in ’48. 


Gasman Moves Oftices 

Arthur M. Gasman, advertising 
and public relations, has moved 
its New York offices from 1819 
Broadway to 71 West 45th St. 
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RCA Lines Up 57 
Stations for Fall 
Football Series 


New York. Aug. 1—Radio Cor. 
poration of America’s Recorded 
Program Services will have a min. 
imum of 57 radio stations partic. 
ipating in its syndicated footbalj 
series, “Touchdowns Tips,” this 
fall. 

The total of 57 stations, reported 
by Wade Barnes, thesaurus and 
syndicated sales manager for Re- 
corded Program Services, are those 
that have signed for the service 
since it was offered ten days ago, 
Some 48 of these stations bought 
the program and secured local 
sponsors for it in 1949. 

“Touchdown Tips” will be start- 
ed Sept. 15 as a series of 13 
quarter-hour programs presenting 
Sam Hayes, sports authority, and 
his predictions of 30 to 40 college 
and professional gridiron contests 
every week. Included in the serv- 
ice are local college forecasts and 
information about players, teams, 
and football in general. 

Recorded every week at RCA’s 
Hollywood studios, transcriptions 
of the show are sent to subscribers 
by air in time for broadcast before 
the following week’s game. 


Kenn Joins Product Services 


Arthur L. Kenn, formerly sales 
promotion manager of Times Col- 
umbia Distributors (Columbia rec- 
ords) and the O. W. Ray Corp. 
(Argus cameras), has joined the 
Product Services Group Inc., New 
York, advertising agency, as an 
account executive. He will head 
a new department set up by the 
agency to do merchandising and 
handle sales promotion in the cam- 
era, radio and TV fields. 


Rapport Joins Tatham-Laird 


Howard W. Rapport has joined 
Tatham-Laird, Chicago, as a copy- 
writer, He will specialize in radio- 
TV copy. Mr. Rapport was former- 
ly a writer and contact man for 
Dorland Inc., New York, and 
creative assistant to the president 
of Gracemen & Associates, Hart- 
ford. 


Appoints Swink Agency 

Storm Windows of Aluminum 
Inc., Ravenna, O., has named 
Howard Swink Inc., Marion, O., as 
its agency. Albert Chop, formerly 
with Fuller & Smith & Ross, has 
been appointed sales promotion 
manager of Storm Windows. 


Murray Appoints Rogers 

Robert G. Rogers, formerly di- 
rector of Canadian sales for Philip 
Carey Co., has been named general 
sales manager of Alexander Mur- 
ray & Co., Montreal, roofing and 
insulating products. 


Northern Radio to Hauptman 


Northern Radio Co., New York, 
manufacturer of communications 
stystems, has named H. W. Haupt- 
man Co., New York, as its agency. 
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*Indicates first listing in this column. 


*Aug. 25-26. Newspaper Advertising 
Executives Assn. of the Carolinas, sum- 
mer mecting, Ocean Forest Hotel, Myrtle 


Beach, S. C. 
Sept. 11-12. National Association of 


Magazine Publishers, 3lst annual meet- 
ing, Essex & Sussex, Spring Lake, N. J. 

Sept. 11-12. Pennsylvania Newspaper 
Publishers’ Association, annual classified 
advertising clinic, Penn Harris Hotel, Har- 


risburg. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
jea, annual convention, Palmer House, 


Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Speciality Fair, Palmer House, Chi- 


cago. 

Sept. 30-Oct. 3. Mail Advertising Serv- 
ice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 5. Export Advertising Association, 
gnd annual convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Association of Eastern Canada, 
trd annual meeting, Mount Royal Hotel, 
Montreal, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Association, annual convention, 
Penn Harris Hotel, Harrisburg. 

*Oct. 9-11. American Photoengravers 
Association, annual convention, Chalfonte- 
Haddon Hall, Atlantic City. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 


cago. 

Oct. 23-25. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Club, Chicago. 

Oct. 26-28. Southern Newspaper Pub- 
lishers Association, annual convention, 
The Greenbrier, White Sulphur Springs, 
W. Va. 

Oct. 31-Nov. 1. American Association of 
Advertising Agencies, annual Eastern 
Conference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 

May 2-4, 1951. Association of Canadian 
Advertisers, annual convention, Toronto. 


Tea Association Convention 
Being Planned for October 

The annual convention of the 
Tea Association of the U. S. will 
be held Oct. 1-4 at the Greenbrier, 
White Sulphur Springs, W. Va. 
General chairman of the meeting 
will be Edw. J. Vinnicombe Jr., 
director of the bulk and institu- 
tional divisions of McCormick & 
Co. Grayson Luttrell, executive 
vice-president of McCormick & 
Co., is program chairman. 

John A. Pierce, general manager 
of the Tea Association, is in charge 
of arrangements. 


Olottson Named Ad Mgr. 
of Ives-Cameron Co. 

Olaf Oloffson, formerly sales 
manager of Baybank Pharmaceuti- 
cals Inc., New York, has been ap- 
Pointed advertising manager of 
Ives-Cameron Co., New York, one 
of the pharmaceutical subsidiaries 
of American Home Products Corp. 

Mr. Oloffson was previously on 
the staff of Noyes & Sproul, medi- 
cal advertising agency, and profes- 
sional service director and export 
manager of Wyeth Inc., Philadel- 
phia pharmaceutical manufacturer. 


To Conduct Ad Rate Survey 
Florida State University will 
conduct an advertising rate survey 
of Florida’s non-daily newspapers 
for the purpose of aiding publish- 
fs In establishing a more adequate 
tate structure. Dr. Richard B. Eide, 
director of the university, said the 
Survey was requested by the Flori- 
da Press Assn. and will be con- 
ducted by sending a questionnaire 
gnewspaper members of the asso- 
ion. 
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Mission Dry Cuts 
Full-Color Point 
of Sale Costs 25% 


Los ANGELES, Aug. 3—Mission 
Dry Corp. has worked out a meth- 
od of using the same art work and 
lithographic negatives for both 
18x25” wall panels and calendars 
with 12x14” illustrations. 

The technique, as worked out by 
William J. Keuhn, Mission Dry’s 
vice-president in charge of ad- 
vertising, is to create designs with- 
in designs, so that the smaller por- 
tion retains all of the essential ele- 
ments of the sales message. 

Purpose of the technique, of 
course, has been to produce full- 
color display material at minimum 
cost. The savings have been in- 
creased even more through use of 
the double-duty art work for such 
additional displays, such as bottle 
riders, danglers and counter dis- 
play cards. 


The cost of the eight-color pan- 
els and calendars has been reduced 
25%, and the material is made 
available to Mission bottlers at a 
price below the normal cost of two 
or three-color items. The money 
saved has been used to order more 
material and push the use of the 
displays, which the company 
claims comprise the most success- 
ful point of sale campaign in its 
history. 

In addition to the printed point 
of sale material, Mission has been 
supplying dealers with such diver- 
sified items as decals, thermome- 
ters, coasters and pot holders. 

The account is handled by the 
McCarty Co., Los Angeles. 


Dale, Kean Join Hewitt 


Gertrude R. Dale, formerly with 
E. I. Du Pont and N. W. Ayer & 
Son; and Geoffrey Kean, previous- 
ly with Cecil & Presbrey and Brit- 
lish Broadcasting Corp., London, 
have joined the public relations 
department of Hewitt, Ogilvy, 
Benson & Mather Inc., New York. 
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CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


303. x 2” color slides are magnified 
upon the large ADmatic cabinet screen. 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages 
even under bright over-head lights. Fool-proof, 
long life, sensibly priced. A “Natural” for point- 
of-sale promotion—in dealer display rooms, retail 
store departments, trade shows, etc. Synchronized 
sound attachment at nominal added cost. 


ADMATIC PROJECTOR COMPANY 
111 West Jackson Blvd., Chicago 4, Ill. 


Write for 
Circular A-8 


Now —Kimberly-Clark brings you 


Premium Papers at 


“Economy Prices ! 


THE QUEEN OF THE PULPS—LONGLAC SULPHATE —FOR THE QUEEN OF THE COATED PAPERS — 
NEW LEVELCOAT! 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Levelcoat* papers with new fiber, 
new formula, give you premium qual- 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four Levelcoat papers. In make- 
ready, on large or small presses, 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved— 
with less waste—on new Levelcoat. 

So regardless of your paper re- 


quirements — for long runs or short _ 


runs, for advertising pieces, mag- 
azines or house organs—look to 
Levelcoat for printability at its best. 


In the mood for exercise ? Try feeding 60 tons 
of wood into slasher saws each day. It’s the first 
step in transforming specially selected trees 
into Levelcoat paper. And when you try this 
cleaner, brighter Levelcoat, watch it effect bris- 
tling colors, incisive blacks — and see how it runs 
through the press like a scared rabbit! 


Sliver ‘‘taker-outer.” Through a series of 
screens, coarse fibers and slivers are removed 
from the diluted paper stock. Coating clay, too, 
must be free of all foreign matter—must be of 
face powder texture to produce a glistening, glass- 
smooth printing surface. And that’s assured in 
Levelcoat —to boost printing quality sky-high! 


2 pipette’ i id 
. i g 
+4 4 
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Imagine paper getting a diploma! I's happen- 
ing here to finished rolls of Levelcoat. Their 
“diplomas”, in the form of shipment markings, 
mean they've passed all 79 tests in the quality 
control system. This exclusive project assures 
you of the press performance and reproduction 
you pay for in higher-priced paper! 


Before choosing any printing paper — Look at Levelcoat 


New HIFECT*—with sulphate-cooked 
fibers added, permanence, foldability, di- 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT*- for finest offset 
printing. Provides a moisture-and-pick-re- 
sistant coating. Offers outstanding foldabil- 
ity. Renders colors without loss of density. 


New TRUFECT*-— whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 
press dependability, finer reproduction. 


New MULTIFECT*—an economy sheet 
for volume printing. Now Multifect has added 
strength, better foldability, greater uniform- 
ity ream-on-ream than ever before. 


KIMBERLY-CLARK 


CORPORATION 
NEENAH, WISCONSIN 


* TRADEMARK 
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British Travel Assn. Marks 
Big Budget for Foreign Ads 


The probable cost of advertising 
in foreign countries by the Brit- 
ish Travel & Holidays Assn. for the 
1950-1951 season will be about 
$1,680,000, of which two-thirds 
will be spent in the U. S. The 
amount is far in excess of expendi- 
tures in previous years. 

The copy idea is to sell the coun- 
try (not only London) and “Brit- 
ain at any time” (not any particu- 
lar event). It is hoped that the 
plan will lead prospective visitors 
to come at any season and visit 
all interesting centers of the coun- 
try. 


Shaw Co. Names Briggs 

The R. B. Shaw Co., Flint, Mich., 
has appointed J. Branch Briggs, 
Philadelphia, to promote its Q-E-D 
Laundrypack. 


Walker Appoints Stacey 

Arthur Stacey has been appoint- 
ed sales manager of the San Fran- 
cisco organization of Walker En- 
graving Corp. 


Fiberglas Launches Fall 
Drive for Dust-Stop Filter 


A two-color ad in the Sept. 16 
issue of The Saturday Evening 
Post will launch a campaign for 
Fiberglas Dust-Stop air filters, 
product of Owens-Corning Fiber- 
glas Corp., Toledo. Two other in- 
sertions will follow in the SEP, 
and other magazines on the sched- 
ule are American Home, Better 
Homes & Gardens, House Beauti- 
ful and House & Garden. 

Trade publications scheduled are 
American Artisan, Hardware Age, 
Hardware Retailer, Sheet Metal 
Worker and Snips. 


Esty Shifts Offices 


William Esty Co., New York, has 
moved its executive offices at 100 
E. 42nd St. from the 23rd floor 
to the 15th floor. The television 
department has been shifted from 
the 23rd floor to the 14th. 


Platt-Forbes Names Baker 

Stephen Baker has been named 
art director in the New York of- 
fice of Platt-Forbes. 
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Retail Sales in ROCKFORD 
Reached $154,908,076 During 1949 


This figure represents a per capita expenditure of 
$1,860.00 which ranks Rockfor 
according to the Sales Management 1950 Survey of 


Buying Power. 
122,601 ciry” Zone 


at THE TOP 


Roc 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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Tuna Industry Ads 
May Run to Combat 
Japanese Imports — 


San Drieco, Cal., Aug. 3—The 
domestic tuna industry, 90% of it 
centered in Southern California, is 
planning a cooperative advertising 
campaign using national media, to 
combat inroads of Japanese 
canned tuna imports on the Amer- 
ican market. 

Industry officials are reluctant 
to discuss the move at this stage, 
other than to confirm that it is “in 
the works.” Harold Carey, secre- 
tary-manager of the American 
Tunaboat Assn., expects that a de- 
cision will be reached in two or 
three weeks. 

The problem arises from the fact 
that Gen. Douglas MacArthur re- 
cently lifted restrictions on Jap- 
anese fishing boats, enabling them 
to return to waters which were 
their richest fishing areas before 
World War II. 


s Before that action, trade sources 
estimated Japan would have avail- 
able for export to the U. S. about 
500,000 cases in 1950. They esti- 
mate access to the new fishing 
banks will increase the Japanese 
catch by 25,000 tons this year. That 
would provide 1,000,000 cases more 
of canned tuna, all of it available 
for export to the United States. 
The total U. S. domestic pack in 
1949 was 7,100,000 cases. 

Recent denunciation of the U. S.- 
Mexican reciprocal trade treaty 
automatically hiked the U. S. tar- 
iff on canned tuna from 22%% to 
45%, effective Dec. 31, 1950. 

Domestic packers fear that 
Japan will send every bit of its 
product available to the United 
States for the rest of 1950, and that 
these imports may be sufficient to 
supply the domestic market for six 
or eight months of 1951. 


a Indications are that canners, 
tuna clipper owners and cannery 
worker unions all will join the 
projected industry-wide advertis- 
ing campaign. 

Copy, it is believed, will stress 
better taste of the domestic pro- 
duct, and sanitary precautions in 
American canneries. 

The price differential now is 
about $3 a case in favor of the 
Japanese import, and under the 
new tariff effective in 1951 this 
will be cut to about $2.25. Domes- 
tic producers say the Japanese 
tuna sells strictly on a price basis 
in this country through private 
labels. 


Neumade to Ritter Agency 
Neumade Products Corp., New 
York, manufacturer of movie 
equipment, has placed its adver- 
tising with Philip Ritter Co., New 
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The Creative Mans Corner 


These two aluminum ads appeared in Time. They are 
fairly representative of ads that do not sell end products but, 
instead, attempt to persuade the purchaser of end products to 
specify a particular brand of raw material. 

This is a tough job. There is only a slim chance that any- 
body buying a product made of aluminum will hesitate to 
take it unless he is satisfied it is made out of either Alcoa 
or Kaiser aluminum. After all, aluminum, to the average 
person, is still aluminum—no matter who makes it. It is also 


itself? 


jects. 


the Kaiser ad. 


to be doubted, even if a prospective purchaser could be in- 
duced to be so curious, whether the sales person would be 
able to satisfy his curiosity—or would even attempt to. 
There is, of course, still that slim chance—and a number of 
advertisers take it. In Alcoa’s ad, the pitch is confined to 
aluminum screening—with a coy situation and a coy head- 
line added for possible human interest. The copy dwells 
briefly on aluminum screening and quite heavily on the ef- 
forts Alcoa has put in, for 62 years, to make it possible. The 
question presents itself, does anybody care—outside of Alcoa 


The Kaiser ad, on the other hand, confines itself chiefly to 
educational information about aluminum as a metal and lists 
the advantages of its uses in five different categories. The 
copy is written in a manner that might have been employed 
by the editorial staff of the magazine itself—which isn’t bad 
strategy, since the people who buy and read Time do so very 
largely for just this kind of information on a variety of sub- 


In appraising these ads, it seems to The Corner that, where 
no product with a specific brand name can be featured, the 
more entertainingly informative the presentation, the more 
likely the end result is to be achieved. Consequently, while 
both ads proceed in this direction, if it came down to placing 
a bet, The Corner would be inclined to place his money on 


“t 


Griswold-Eshleman Shifts 4 


Griswold-Eshleman Co. has 
transferred William Suitt and E. R. 
T. Reynolds, account executives; 
Ralph Ewing, copywriter, and 
Marian Folger, who will become 
assistant office manager, to its 
Louisville office from its Cleve- 
land office. 


Wood to Broadcasting Assn. 
Peggy Wood, promotion and 

publicity free lancer, will join 

Southern California Broadcasters 


York. Haynes & Ludlam formerly 
handled the account. 


Assn. Aug. 7, as public service con- 
tact and researcher. 


New Supplement Out 


Pacific Grange Farmer Group 
has announced that the Pacific 
Grange Farmer is being published 
regularly as a quarterly, two-color 
supplement section to the Cali- 
fornia Grange News, Idaho Grang- 
er, Oregon Grange Bulletin and 
Washington Grange News. 


Names Barclay Mackinnon 


Barclay E. Mackinnon, formerly 
a vice-president, has been named 
general sales manager of New 
York Quinine & Chemical Works 
Inc., New York. 
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New Orleans Store 
Attempts To Shoo 
its Customers Away 


New ORLEANS, Aug. 1—Krauss 
Co., New Orleans department store, 
ran a 1,200-line ad in the Times- 
Picayune-States last week urging 
its customers not to buy at Krauss. 

“Business is too good!” Krauss 
said in the headline, “and we don’t 
like it. Sounds crazy, doesn’t it? 
Yet it’s true, and here’s why: Some 
of you, our customers, have ‘fallen’ 
for this rumor stuff about short- 
ages that are supposed to develop, 
due to our war preparations and 
because you remember that there 
were shortages during World War 


II. 


s “The situation in America today 
is entirely different than in 1940. 
We have greater productivity— 
and due to our ‘mothballing’ of 
vast war machinery and ships our 
needs in many directions will be 
far less. We don’t believe that 
shortages exist and won’t exist un- 
less you continue this foolhardy 
business of buying things you don’t 
need—just in case! 

“Please, therefore, cut out this 
stupid ‘scare-buying’ or we will 
have scarcities and we will have 
the attendant government regula- 
tions such as rationing and price 
controls—that we all hate. 

“We at Krauss Co., pledge our- 
selves not to take advantage of 
‘panic-buying’ to make more prof- 
its. But you, Mr. and Mrs. America, 
must show your horse sense and 
buy only as and when you need. 


a “We have instructed all of our 
employes not to imply that there 
are shortages, and if you find any 
of our employes violating these 
instructions—please tell us. 

“We don’t believe there are 
shortages and we don’t want you 
to ‘make’ us have shortages by cre- 
ating a false and unusual demand. 

“Buy only what you need—when 
you need it!” 


KIOA Sold to Atlass 


Station KIOA, Des Moines, has 
been sold to Ralph Atlass and as- 
sociates and may switch its affilia- 
tion from Mutual to CBS. Atlass 
is vice-president and genera] man- 
ager of WIND, Chicago, and owner 
of WLOL, Minneapolis, and will 
be major stockholder in the new 
company. Purchase price was not 
disclosed. 

Sale of the station to Atlass has 
been rumored for some time, and 
reports of its switch to Columbia 
stem from the fact that Atlass’ 
brother, H. Leslie Atlass, is a Col- 
umbia vice-president. KSO is the 
present CBS outlet in Des Moines. 


Kierulff to Use Radio 


Kierulff & Co., Los Angeles, lo- 
cal distributor for Motorola tele- 
vision and radio, will promote TV 
on AM radio. The company has 
signed to participate in the spon- 
sorship of the home and away 
games of the Hollywood Stars 
over KLAC, Los Angeles. Starting 
Jan. 17, Kierulff will sponsor a 
series of newscasts, “Motorola 
News of the Hour,” over KMPC, 
Los Angeles, 14 times weekly. 
Hixson & Jorgensen, Los Angeles, 
handles the Kierulff account. 


St. Louis Launches Network 


The Greater St. Louis Broad- 
casting System, composed of Sta- 
tions KXLW, KSTL, WEW and 
WTMV, launched operations as 
a network on July 31. First pro- 
gram to be heard simultaneously 
over all four stations will be the 
Myron J. Bennett disc jockey 
show 10-11 a.m., every weekday 
morning. 


MacDermid Names Callaway 


MacDermid Ine., Waterbury, 
Conn., manufacturer of industrial 
chemicals, has named Callaway 
Associates, Boston, to handle its 
advertising. Trade publications and 
direct mail will be used. 


POSTER TIE-IN—The Girl Scout in poster at left seems to be calling her vacation 

camp companions to “come along” as she hurries to accept Esso’s invitation at right to 

“come and get it.” The tie-in was effected by the posting department of United 
Advertising Corp., Newark, N. J. 


Bostrom Appoints D&M 


Bostrom Manufacturing Co., 
Milwaukee, has appointed De- 
Munn & McGuiness Inc., Chicago, 
to handle its promotion of the 
Bostrom Bodyguard farm tractor 
seat. Trade and farm publications 


Transitier to Start Drive 


The initial campaign ad of 
Transitier Truck Co., Portland, 
Ore., maker of gas powered fork 
lift trucks, will appear soon in The 
Saturday Evening Post. Hargraves 
Advertising Agency, Portland, is 


Appoints Fred Bock Agency 


Fawick Flexi-Grip Co., Akron, 
has appointed the Fred Bock Ad- 
vertising Co. as agency for its Golf 
Pride golf club grips. The new 
agency plans a TV campaign to 
create consumer interest and will 
use trade papers to reach golf 
pros and sporting goods dealers. 
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3,100,000 TV Sets This Year 


Radio Manufacturers Assn. has 
estimated that TV set production 
for the first six months of 1950 was 
3,100,000. Of this amount, 2,413,000 
were produced by members of the 
association. For June, 1950, mem- 
bers report the production of 388,- 
962 sets. 


403.75 


U. S. CENSUS, 1950, PRELIMINARY, CITY POPULATION 
MONTGOMERY, ALABAMA 
METROPOLITAN MONTGOMERY, 138,129 


% 35.3+ PERCENT INCREASE IN 
CITY SINCE 1940 


%e 24.2* PERCENT INCREASE IN 
CITY AND COUNTY SINCE 1940 


FOR MORE DETAILS ON ALABAMA'S 
CAPITAL CITY AND CAPITAL MARKET ASK 
KELLY SMITH COMPANY 


and direct mail will be used. 


the agency. 


MERCHANDISING IMPACT 
built on Facts from Forbes 


I WORLD AIRLINE 
c 


_<Yenge shipments oF seni ones... ight of heavy. “n 
diamonds or dynamoy, whatever you shig, 


LL. linc scone nie ee a ahs, 

Me Peres Sirs the USA. ivan Abhen Bel e actae 

SHIPPERS GET THE IDEA that there’s no 
shipment too big or too small for TWA to 
carry, when they see this large 8-color Air 
Cargo display. Other pieces in this latest 
TWA merchandising ‘“‘package,’’ produced 
by Forbes, include a miniature Air Cargo 
display and a passenger travel display. All 
produced in English, French, Italian and 
Spanish to attract both importers and ex- 
porters on an international basis. Trans 
World Airlines’ art director is Rex Werner. 
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HOME OWNERS GET THE IDEA that Dutch 
Boy is the paint for them when they’re at- 
tracted by the famous trade figure on all 
Dutch Boy labels, lithographed in 4 colors 
by Forbes. Point-of-sale selling copy and 
point-of-use directions make the back of 
each Dutch Boy label do the double duty 
of winning customers and holding them. 


ee 
Brkt Oe 


in 
MUFFINS! 


HOUSEWIVES GET THE IDEA that double- 
acting Rumford Baking Powder insures 
baking success when they see and read 
these four recipe books, leilerpressed by 
Forbes. Four-color covers reproduce cakes, 
cookies, biscuits and muffins with mouth- 
watering appeal. The Rumford Company’s 
agency is James Thomas Chirurg Co. 


FACTS FROM FORBES are helping more 
and more advertisers to increase the im- 
pact of their merchandising. These facts 
derive from Forbes’ experience, continuous 
studies and unique facilities in lithography, 
letterpress, web gravure, die stamping 
under one-roof management control. Ask 
the Man from Forbes to tell you more. 
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Don’t let your dealers get caught 

with their stocks down. Warn them to 
expect an avalanche of impulse sales 
when your labels are impact-packed by 
the Facts from Forbes. Results 

are immediate, our clients say. 


FORBES LITHOGRAPH CO. 
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Bruce Launches Its Biggest 
Campaign for Floor Products 

E. L. Bruce Co., Memphis, will 
launch its biggest campaign this 
fall for its floor products: Bruce 
floor cleaner, cleaning wax, Doozit, 
Tuf-Lustre wax, asphalt tile clean- 
er and self-polishing wax. 

The magazine schedule includes 
Good Housekeeping, McCall’s, Pa- 
rade, This Week Magazine and 
Woman’s Home Companion. Three 
525-line ads will be used in 15 
metropolitan newspapers. 


Capehart-Farnsworth Names 
]. D. Walker and C. F. Gill 

Capehart-Farnsworth Corp., Ft. 
Wayne, Ind., has appointed James 
D. Walker, previously with the 
market research division, Hotpoint 
Inc., as manager of the Detroit 
sales region. 

Charles F. Gill, formerly with 
Stromberg-Carlson Co., has been 
named to handle the Washington, 
D. C., region covering the District 
of Columbia, Maryland, Virginia, 
West Virginia and North Carolina. 


Oakland 
has 


Northern 


For the first time 
in history--- the 


largest daily 


city circulation 
among 
all newspapers in 


TOTAL NET PAID CIRCULATION 


paiLy 155,075 sunnay 170,803 


A.B.C. Publisher’s Statement, March 31, 1950 


Tribune 
the 


California 


Oakland.i@2Tribune 


PREP ROTE. CHO WORK ® we THe PREee Gmreaee ware 


tree pemnice 


RESMER & WOODWARD, 


esentatives Including Sunday 


five times as effective 


Lo creased sales 14.6%. 


do for you. 


1133 E. Kibby St. 


NAM 
4. 


iif ba s 
:: eee Gane 
aettinee 


ARTKRAFT DEALER SIGNS 
have done for others, they 
CAN DO FOR YOU!” 


Actual audited research has proven, and America's leading merchandisers have 
learned from experience, that Artkraft* Dealer Signs make national advertising 


because 
more than five times as many know where to buy the advertised product. 
IN TERMS OF ACTUAL SALES 
# actual audited research again proves that Artkraft* Dealer Signs in- 


Remember, what Artkraft* Dealer Signs have done for others, they can 


Anrtkhraft “SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 
Please send, without obligation, details on Artkraft* signs. 
( ) We are interested in a quantity of outdoor neon dealer signs. 
( ) We are interested in a quantity of Porcel-M-Bos'd store front signs. 
( ) Please send instructions on how to set up a successful dealer sign program. 
E 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 
*Trademark 


“What 


Reg. U.S. Pat. Off. 


Bottlers Oppose 
Proposed Rules for 
Ades’ Fruit Content 


Hartrorp, Aug. 1—The Con- 
necticut bottling industry last 
week registered its opposition to 
proposed state regulations for 
fruit “ades,” “fruit drinks,” “nec- 
tar” and “imitation fruit drinks.” 

The proposed regulations would 
require 15% fruit juice content 
for “ades,” 30% for “fruit drinks,” 
35% for “nectars’” and provide 
specific definitions of concentrat- 
ed fruit juice, fruit concentrate 
and eggnog. 

Bottlers, either as individuals 
or through attorneys representing 
beth small and large concerns, de- 
clared that the requirements were 
too high. Some suggested 10% as 
fair on “ades.” 

The proposed legislation would 


REMINDER—S. M. Fassler (left), advertising manager, and D. S. Beldon, radio 


sales manager for General Electric’s 


receiver division, review a display prepared 
for use in late August and September to remind consumers of the return of top-flight 
programs to radio networks. 


Advertising Age, August 7, 1955 


also prohibit pictures and other 
labeling techniques which might 
lead the buyer to believe that the 
beverage was of a higher grade 
or contained more fruit content 
than actually present. 

Harold Clark, supervising in- 
spector of foods, said that “in the 
non-carbonated field in the past 
year there has been no limit of 
deception,” and added that to take 
care of offenders, “you can’t draw 
a standard for one without stand- 
ards for all.” 

The bottling industry was given 
until Aug. 8 to file briefs for the 
State Food and Drug Commission’s 
consideration. 


Swank Appoints Strasburg 


Murray Strasburg, formerly Los 
Angeles district sales manager for 
Swank Inc., Attleboro, Mass., 
maker of men’s jewelry, has been 
named merchandising manager for 
belts and wallets. Louis F. Pedro- 
lie, formerly Dallas district man- 
ager, has been transferred to Los 
Angeles where he will be in charge 
of West Coast sales. Gerald St. 
Peter, formerly San Francisco dis- 
trict manager succeeds Mr. Ped- 
rolie, and Paul Garrity, assistant 
general sales manager in New 
York, has been shifted to Los An- 
geles as assistant district manager. 


‘Sunset’ Transfers Lane 


L. William Lane Jr., advertising 
sales representative of Sunset in 
San Francisco, has been trans- 
ferred to the New York office, ef- 
fective Aug. 15, as an advertising 
salesman. Peter Hurst, formerly 
with Harrington, Whitney & Hurst 
(now Harrington, Richards Inc.), 
San Francisco, succeeds Mr. Lane 
in San Francisco. 


Newport Rate Changes 


Effective Oct. 1, following rates 
will be applicable for general 
(national) advertising in the New- 
port News Daily Press and Times- 
Herald: Daily—agate line, $0.20; 
column inch, $2.80; Sunday—agate 
line, $0.15; column inch, $2.10. 


British Market 
Research Society 
Plans ‘51 Meeting 


Lonpon, Aug. 1—The Market 
Research Society of Great Britain 
has announced the preliminary 
program for the 1951 conference 
of the European Society of Opin- 
ion Surveys. 

Major portion of the meeting 
will revolve around three study 
groups which will discuss inter- 
pretation, copy testing and samp- 
ling. 

The interpretation group will 
cover formulation of marketing 
problems and preparation of re- 
ports; the copy testing session will 
be devoted to evaluation of test- 
ing methods in all media, and the 
sampling group will cover samp- 
ling methods and standards. 


2-Year-Old Transit 
Radio Claims Much 
to Be Cheery About 


CINCINNATI, Aug. 2—More than 
4,500 public transit vehicles in 21 
cities on Sept. 1 will be carry- 
ing FM broadcasts supplied under 
Transit Radio arrangement. 

This has been reported by 
Transit Radio Inc. on the occasion 
of its second anniversary. A year 
ago only about 1,000 vehicles were 
equipped with FM receivers, all 
in only 11 cities. 

Transit Radio reports that some 
stations broadcasting programs on 
buses and street cars are now 
making money, others are close to 
it, and all except one of the transit 
lines are making a profit. 

R. C. Crisler, president, admitted 
that “original expectations for 
immediately successful operations 
were not realized, and it has been 
learned that Transit Radio, like 


any other new business, require 
experience, hard selling and edy. 
cation.” 


a National sales, he said, totale 
about $14,000 last month, up 
times over July last year, but 
probably only a third of what they 
will be by December. 

On the subject of public accept 
ance of FM programming in their 
public conveyances, Mr. Crisle 
was all smiles. Legal assaults have 
been successfully rebuffed, he said, 
and in Cincinnati, where the first 
100 receivers were installed ‘two 
years ago, the public has come to 
regard Transit Radio as a perma- 
nent institution. 

Transit company clients, he said, 
indicate that “new markets ar 
developing.” 


Ad Council Elects Two 


Two new members have bes 
appointed to the Advertisin 
Council’s public policy committee 
They are: Dr. Ralph J. Bunche, d- 
rector of the Department of 
Trusteeship and Information from 
Non-Self-Governing Territorie 
of the United Nations; and Roger 
W. Straus, chairman of the board 
of the American Smelting & Re 
fining Co. Dr. Bunche replaces the 
late Charles H. Houston while Mr. 
Straus replaces Sen. Herbert Leb 
man, who resigned from the com- 
mittee when he was elected to the 
Senate. 


Westinghouse Names Meehan 


Westinghouse Radio Station 
Inc., Philadelphia, has named ¢ 
M. Meehan sales manager of Sta- 
tions WBZ-WBZA in Boston. C 
H. Masse, who had been sales man 
ager of all WBZ operations sine 
1943, has been named sales mal- 
ager for WBZ-TV. 

Mr. Meehan served as directo 
of public relations for Westing- 
house Radio Stations in Philadel 
phia since 1946 and also was at- 
vertising and promotion manage 
of KYW, Philadelphia, during th 
past year. 
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Honig-Cooper 
Backs Four A's 
on Radio Rating 


Duplication of Services 
Means Wasted Effort, 
Expense, Media Man Says 


SAN FRANCIsco, Aug. 3—John W. 
Davis, media director of Honig- 
Cooper Co., has released a support- 
ing letter to the American Associa- 
tion of Advertising Agencies for 
clarification of radio and televi- 
sion rating services. 

A copy of the letter was sent to 
Stanley Breyer, commercial mana- 
ger of Station KJBS in San Fran- 
cisco. The station has scheduled an 
impartial test of Hooper and Pulse 
ratings with data collected by a 
third research company, which 
plans a coincidental survey in 
San Francisco and Oakland this 
month. A. C. Nielsen has called 
this test “valueless” (AA, July 31). 

In his letter to the Four A’s, 
which was directed to the com- 
mittee on radio and television re- 
search services, Mr. Davis said: 


s “There is no question but what 
the whole field of rating services 
can stand a good shaking down. 
We agree with you that the cost 
of maintaining subscriptions in all 
the duplicating services is almost 
prohibitive and, very briefly, the 
following thoughts come to mind 
regarding this subject: 

“1, While competition in most 
lines of business is desirable, in 
the rating business it creates wast- 
ed effort and duplication. The dup- 
lication dollars could be put to 
far better use if expended on the 
one best service. 

“2. There no longer appears to 
be even an acceptable kind of 
rating service in general favor. 
Coincidental telephone surveys (or 
Hooper) were recognized as the 
industry standard for many years, 
especially in the field of city-by- 
city measurements, Now, the aided 
recall roster technique (or Pulse) 
has become more popular in many 
cities. And, of course, the mechan- 
ical attachment (or Nielsen) has 
the network field alone. In addi- 
tion, there are diary studies in 
various cities and unaided recall 
in others. 


a “3, The result of all these stud- 
ies is confusion. A rating figure 
must now be qualified every time 
it is quoted. Or rather, it must be 
identified as being a Hooper, a 
Pulse, a Nielsen, or whatever else 
it happens to be. Certainly we 
were all better off in the days 
when a rating meant something by 
itself, without qualification. 

“4. The enclosed advertisement 
from Broadcasting (which posed 
Breyer’s challenge) seems to offer 
a sensible method of determining 
an answer to the problem of which 
Service is most accurate. 

“5. The Four A’s obviously can- 
hot recommend or endorse any 
service. The committee could ren- 
der a tremendous service, however, 
by setting up the study and super- 
vision of field work.” 

In New York a spokesman for 
the Four A’s warned that the com- 
mittee has never called the cost 
of rating services “prohibitive,” 
but has focused attention on the 
fact that they have almost doubled 
in cost during the past ten years. 
No other letters like Honig-Coop- 
er’s have been received, the Four 
A’s said. p 

The committee was organized 
June 7 to explore ways and means 
of making research services more 
Valuable to the advertising busi- 
hess and to increase efficiency in 
the use of research data. Frederick 
Manchee, executive vice-president 


of Batten, Barton, Durstine & Os- 
born, is directing its activities as 


_| chairman. Supporting him as com- 


mitteemen are Louis N. Brockway, 
executive vice-president of Young 
& Rubicam; George C. Dibert, vice- 
president of J. Walter Thompson 
Co.; and Lawrence L. Shenfield, 
president of Doherty, Clifford & 
Shenfield. 

Meanwhile Sindlinger & Co., 
Philadelphia, has telegraphed a re- 
quest to Mr. Breyer for partici- 
pation in the station’s plans for 
a test of Pulse and Hooperatings 
this month. 

The company, which compiles 
data for rating purposes by Radox, 
an electronic device attached to 
radio sets, suggests that the test 
be moved from San Francisco to 
Philadelphia where its testing sys- 
tem already operates. 


ain a day letter to KJBS, Albert 
E. Sindlinger, president, said: 

“In view of the recent Assn. of 
National Advertisers report on the 
decline of radio (based upon Hoo- 
per and Nielsen data), it is about 
time every research system is 
checked for the good of the many 
heavy investments involved in the 
truth. Nielsen is reported as show- 
ing radio off about 24% nationally 
in the evening as of April, 1950, 
with 10% of the nation owning 
television sets. Since consensus of 
opinion is that by the end of the 
year there will be 10,000,000 sets 
(20% ownership), it is logical to 
conclude that on the same basis 
Nielsen will show radio down 48% 
nationally by then. 

“In contrast to this we have just 
issued a report, ‘Facts in Focus,’ 
based on Radox data in Philadel- 
phia, which shows that in Febru- 
ary, 1950, with 37% TV ownership, 
radio was down only 19% in the 
evening. 

“Thus, if Nielsen shows radio 
down 24% with 10% ownership, 
and we with Radox, show it down 
19%, one of us is awfully wrong.” 


a The letter asked specifically that 
Sindlinger & Co. be permitted to 
attach Radox devices to radio and 
television sets in 21 Audimeter 
homes of Nielsen’s in Philadelphia. 
Mr. Sindlinger expressed willing- 
ness to permit Nielsen to connect 
“any number of Audimeters to sets 
with Radox homes.” 

The plan as proposed by the 
Philadelphia researcher would 
work through a selected com- 
mittee, which would receive re- 
ports in sealed envelopes for each 
day of testing in the selected 
homes. 

Cautioning on accuracy for the 
report, Mr. Sindlinger continued: 
“In order that the check of the 
accuracy of the two systems can 
be made, we suggest that it be 
continued for at least six months 
to determine the working tolerance 
of each system. We think this test 
is imperative because the ANA 
report, in our opinion, is based on 
incomplete and inadequate data.” 


Wilson Heads Lady Esther 
Sales; Plans Hands Up Ads 
Howard Wilson, formerly di- 
rector of sales promotion for the 
Chicago office of Ruthrauff & 
Ryan, has joined Lady Esther as 
general sales manager for all ac- 
tivities in the U. S. and Canada. 
He will also direct the sales and 
promotion program for Hands Up, 
a complexion cosmetic for the 
hands that will not rub off. 
Hands Up will be distributed na- 
tionally in September, with mag- 
azine and newspaper advertising 
scheduled for fall and winter. 
Ruthrauff & Ryan is the agency. 


Calgon Steps Up Ad Program 

Calgon Inc. has completed plans 
for a stepped-up promotion of its 
packaged water conditioner for the 
remainder of 1950. The newspaper 
schedule has been increased from 
110 papers to 193, and general and 
women’s magazine advertising will 
be increased 2% times. Point of 
sale, direct mail and trade ads are 
also being expanded 


eee mee 


National Nielsen-Ratings of Top Radio Shows 
Week of July 2-8, 1950 
' All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, a A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,198) (5.4) (—0.7) 
1 Walter Winchell (ABC, Richard Hudnut) ......... 5,047 12.4 +11 
2 2 Dr. Christian (CBS, Chesebrough) .............. 4,111 10.1 +2.5 
3 10 Mr. Keen (CBS, Whitehall) ................... 4,070 10.0 +0.9 
a 15 Richard Diamond EE 2 4540000606000 3,907 9.6 +10 
5 12 Crime Photographer (CBS, Philip Morris) ...... 3,867 9.5 +0.6 
6 16 Big Story (NBC, Pall Malis) .................. 3,500 8.6 +0.1 
7 ll Mr. Chameleon (CBS, Sterling) ................ 460 8.5 .6 
8 4 Mystery Theater (CBS, Sterling) ............... 3,053 7.5 —13 
9 21 Mr. District Attorney (NBC, Bristol-Myers) ..... 2,971 7.3 —1.0 
10 8 Horace Heidt Show (CBS, Philip Morris) ........ 2,930 7.2 —2.6 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,140) (2.8) (—0.8) 
1 3 Lone Ranger (ABC, General Mills) ............. 2,442 6.0 +0.5 
2 8 One Man’s Family (NBC, Miles Labs.) .......... 1,913 4.7 +0.9 
3 9 News of the World (NBC, Miles Labs.) ......... 11832 4.5 +0.9 
WEEKDAY pe ame FOR ALL PROGRAMS) (1,709) (4.2) (—0.3) 
1 1 Arthur Godfrey (CBS, Ligg. & Myers) .......... 3,093 7.6 —1.0 
2 3 Ce WUE CE EE acc ace 005500900000 0e% 2,849 7.0 —0.7 
3 2 Romance of Helen Trent (CBS, Whitehall) ....... 2,768 6.8 —12 
4 16 Backstage Wife (NBC, Sterling) ................ 564 6.3 +0.1 
5 9 Wendy Warren (CBS, General Foods) ............ 2,483 6.1 —0.7 
6 1l Right to myo ae 2,483 6.1 —0.6 
7 15 Road of Life (NBC, P&G) ............ ccc eeune 2,483 6.1 —0.5 
8 9 Pepper Young's Family SEE. bees boa deers 2,442 6.0 —1.0 
9 4 Our Gal, Sunday (CBS, Whitehall).............. 2,442 6.0 —13 
10 8 Aunt Jenny (CBS, Lever Bros.) ...............- 2,401 5.9 —10 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,994) (4.9) (0.0) 
1 2 Armstrong Theater i attehcaddaldh eens esa 3,541 8.7 +0.6 
2 3 Stars Over Hollywood (CBS, Armour) ........... 3,500 8.6 +0.9 
3 i Grand Central Station (CBS, Miltebixy) e2boh+ens 3,460 8.5 +0.1 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,058) (2.6) (—0.2) 
1 2 True Detective sory (MBS, Williamson) ...... 2,483 6.1 +0.2 
2 1 (MBS, D I-Grove Labs.) ........ 279 5.6 —0.3 
3 3 Martin Kane, Private | Eye (MBS. U. S. Tobacco) .. 2,116 5.2 —0.5 
Jacksonville Video Sports Attendance 
Station Is Denied Actually Aided by 
Extension of Time TV, Says Batson 


WASHINGTON, Aug. 3—The city 
of Jacksonville’s proposed TV sta- 
tion—WJAX-TV—apparently was 
doomed today, when the Federal 
Communications Commission re- 
fused to grant additional time for 
its completion. 

FCC members said the city, 
which had had a construction per- 
mit since Aug 18, 1948, was not 
sufficiently diligent in pushing 
construction. Commissioners Paul 
Walker and George Sterling dis- 
agreed. They said the city 
had trouble getting its finances 
straightened out, and pointed out 
this was the first extension of time 
it had asked. 

In another action, FCC agreed 
to allow WSM, Nashville, which 
begins TV operations next month, 
to build six relay stations linking 
it with network service available 
at Louisville. The relay system is 
temporary, pending completion of 
Bell System facilities. 

With WSM on the air, the total 
number of TV stations will be 106. 
WCON-TV, Atlanta, and WJAX- 
TV, Jacksonville, are the only 
other construction permits still 
outstanding. 


2nd Supermarket Awards 
Announced by ‘McCall's’ 


The second annual awards for 
newspaper advertising by super- 
markets has been announced by 
McCall’s, in cooperation with the 
Supermarket Institute. The awards 
will be made Dec. 5-9 by the mag- 
azine for service through newspa- 
per advertising to the consumer, 
to the community, to national 
brands and to agriculture. 

Awards will be made in three 
volume classifications: stores do- 
ing a yearly volume of more than 
$10,000,000; stores doing between 
$2,000, 000 ‘and $10,000,000; and 
stores doing under $2, 000, 000 a 
year. 


Royer to Scripps-Howard 


Arnold Royer, formerly adver- 
tising director of the Post, Bir- 
mingham, Ala., has joined the De- 
troit sales staff of Scripps-Howard 
newspapers. He succeeds W. H. 
Metz, who has been transferred to 
the New York sales office. 


Santa Fe Names Reinhold 


James P. Reinhold has been ap- 
pointed assistant to the president— 
public relations—of Santa Fe Rail- 
way. He had been representative of 
the president in Washington, and 
succeeds the late M. Lee Lyles 
who died July 21. 


WasHINGTON, Aug. 3—Television 
actually boosts attendance at sport- 
ing events and its promotional po- 
tentialities should not be overlook- 
ed by sports executives, according 
to Charles A. Batson, director of 
television for the National Assn. 
of Broadcasters. 

Addressing the annual conven- 
tion of the International Assn. of 
Auditorium Managers in Grand 
Rapids, Mich., Mr. Batson singled 
out wrestling and roller derbies as 
examples of sporting events at 
which attendance had been in- 
creased due to the stimulating ef- 
fect of television. 


a “The history of sports in this 
country shows how much people 
like to be part of the crowd 
at sporting events, to enjoy the 
thrill of in-person participation,” 
Mr. Batson said. “As much as they 
love sports on television, this re- 
mote enjoyment actually whets 
their appetite for the real thing.” 

To support his contention, Mr. 
Batson cited a survey of football 
attendance, made in Los Angeles, 
which revealed that among those 
people who were attending games 
for the first time, 50% volunteer- 
ed the information that they had 
been influenced by seeing the 
games on TV. 

Referring to the recently re- 
ported 12% decrease in attendance 
at major league baseball games so 
far this year, Mr. Batson pointed 
out that all the three teams report- 
ing greater attendance this year 
have television, and that the one 
team in the National League which 
does not have TV at its home park 
— Pittsburgh —has suffered the 
largest loss in the league. 

Mr. Batson also quoted some 
figures and conclusions from the 
“Jordan Study,” an analysis of the 
effect of television on sports at- 
tendange made by J. N. Jordan of 
the University of Pennsylvania 
(AA, May 22). 


Pearson to Introduce 
Ennds, Deodorant Tablet 


Heavy ad schedules in news- 
papers, magazines, radio and TV 
are being readied for another new 
chlorophyll deodorant tablet. This 
one is called Ennds, put out by 
the Pearson Pharmacal Co. of New 
York. Harry B. Cohen Advertising 
Co., New York, which already han- 
dles Dew, Pearson’s deodorant 
spray, has the account. 
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Record Radio Volume 
Predicted for 1950 
by Representatives 


New York, Aug. 3—Radio sta- 
tion representatives are looking 
forward to a record year in total 
volume (some observers talk about 
$125,000,000) of spot radio sales, 
AA learned after a quick check of 
companies in the business today. 

Most representatives find that 
“business is good” and that present 
indications point to a rising curve 
for spots during the fall and win- 
ter. The present war scare and in- 
creasing mobilization of industry 
were given by many sources as 
basic factors. Also frequently men- 
tioned in the industry in discussion 
of future sales trends is the im- 
mediate uncertainty over further 
development of television. 

Several representatives believe 
that more and more national ad- 
vertisers will pick spot radio on 
wider schedules, as the newsprint 
shortage increases and puts space 
in papers and magazines at a pre- 
mium. The flexibility of spot radio, 
which need not be taken on long 
term contracts, also was men- 
tioned as a feature attractive to 
advertisers during a period of na- 
tional uncertainty. 


= Government control of materials 
essential to the television indus- 
try will divert a portion of the ad- 
vertising dollar to spot radio for 
those advertisers who want to 
stay on television but do not care 
to return to network radio, accord- 
ing to one representative. He said 
that radio programs on a spot 
basis would allow the advertiser to 
cover essential markets in cam- 
paigns designed to protect those 
markets during product shortages. 

One industry spokesman advised 
that, while total spot sales are at a 
high level, not all radio stations 
have increased their volume. He 
pointed out that individual sta- 
tions in those areas where there 
has been a large increase in station 
coverage since 1948 have suffered 
from increased competition. 

The same spokesman said that 
the most successful stations have 
been those basing promotion on 
good programming and accurate 
analysis of their market. He added 
that they also have been the sta- 
tions that have given accurate in- 
formation to agency time buyers 
through their presentations. 


THOMAS H. MOORE 

BROOKLYN, N. Y., Aug. 3—Thom- 
as H. Moore, associate director of 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn., 
from 1914 to 1931, died suddenly 
last night at his home here. He was 
77 years old. Mr. Moore, who was 
born in Philadelphia, began his 
career as a reporter for the Phila- 
delphia Inquirer, later moving to 
New York to become a political 
writer on the New York Herald 
Tribune. In 1907 he became assist- 
ant advertising manager of John 
Wanamaker, Philadelphia, and in 
1909 was made advertising mana- 
ger, a post he held until his ap- 
pointment as associate director of 
the BofA five years later. Mr. 
Moore is survived by his widow 
and a son, Thomas H. Jr., director 
of radio and television for Cowan 
& Dengler, New York. 


IRVING S. GROMBACHER 

Cuicaco, Aug. 5—Irving S. 
Grombacher, 47, president of Royal 
Metal Mfg. Co., Chicago, died Aug. 
2 at Jamestown, N. Y., of a cere- 
bral hemorrhage. He had been 
stricken the week before while on 
a business trip. Mr. Grombacher 
joined Royal Metal Co. in 1923 
as its first purchasing agent. He 
was elected president in 1947, and 
was credited with formulating the 
company’s advertising and sales 
policy. 
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Bernard N. Craven Retires 

Bernard N. Craven, co-founder 
in 1934 of Craven & Hedrick Inc., 
New York, retired Aug. 1. Mr. 
Craven’s stock interest has been 
acquired 4 the corporation. H. 
Linn Edsall, vice-president, has 
been elected director and secre- 
tary of the agency. 


Gets Majestic Range Account 

Majestic Mfg. Co., St. Louis, has 
appointed Warner, Schulenburg, 
Todd & Associates, St. Louis, to 
handle the advertising to intro- 
duce the company’s new combina- 
tion range. Magazines, farm pub- 
lications, newspapers, radio and 
direct mail will be used. 


HIGHEST 


a 
in Des Moines, 
e 
Hooper-wise! 
MORNING, AFTERNOON, 
EVENING., SAT., SUN. 
C. E. HOOPER SHARE OF AUDIENCE 
MAY-JUNE, 1950 DES MOINES, CITY ZONE 17,474 CALLS 
Time KRNT B Cc D E 
Morning 42.0 24 9.1 21.8 18.7 
Afternoon 43.3 48 106 108 25.8 
Evening 27.0 12.6 7.8 23.3 25.7 
Sat. daytime 29.5 92 17.2 20.0 17.2 
Sun. afternoon 24.5 18.3 13.1 15.3 148 
Time PERIODS. 34.3 87 99 186 23.3 
LOWEST 
PER-IMPACT 
cosT! 
BUY THAT 
Very highly Hooperafed 
Sales results premeditated 
ABC Affiliated 
Station in Des Moines 
DES MOINES — 
THE REGISTER AND TRIBUNE STATION — 
Bae ie Represented by the Katz Agency 


When you think of BUFFALO 


PEOPLE 
1 Sold Through — 


@ When you use the Sunday Co 
also sell all 8 Western New York 
ically...for this great Sunday paper offers the best coverage to 


blanket the 17 communities with 
rest of this rich market. 


it Gets Results 
BECAUSE 


it Gets Read Thoroughly 


*ABC Audit 9/30/49 


Think of 8 COUNTIES 


urier Express to sell Buffalo, you 
Counties profitably and econom- 
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~ EXPRESS 
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Miss Rheingold 
Hoopla for 1951 
Gets Under Way 


New York Brewer 
Readies Newest Push 
for Beer and Beauty 


New York, Aug. 4—This after- 
noon the six final contestants for 
Miss Rheingold, 1951, will gather 
with reporters at the Waldorf- 
Astoria. This is preliminary to the 
election, which takes place in sun- 
dry New York bars and package 
stores between Aug. 14 and Sept. 
20. Last year some 6,728,763 votes 
were cast, and Rheingold expects 
to do better this year. 

The contest material has already 
been released to newspaper sup- 
plements and magazines, and the 
display material is set. Jinx Falk- 
enburg, who led off the current 
series of Miss Rheingolds, offi- 
ciates on a series of five-minute 
television shorts, and radio spots 
(the brewery uses 175 a week) are 
ready for the needle. 


sw Apres la femme, or behind the 
babe—as admen say—is quite a 
story. Rheingold was 18th among 
U. S. brewers just a few years 
ago; now is exceeded by only three 
or four individual plants out of the 
440 brewers in the country. Of 
these, most are national, while 
Liebmann Breweries is a local 
operation; it is now the top New 
York beer, and its sales are run- 
ning at a rate of 2,500,000 barrels 
a year—compared to 450,000 bar- 
rels a few years ago. 

How does Rheingold break down 
its advertising? 

It uses seven New York news- 
papers, 1,500 lines in standard 
dailies, full pages in tabloids, plus 
26 insertions a year in 15 Connec- 
ticut and ten Vermont and Vir- 
ginia newspapers. It buys 15 week- 
end color supplements, including 
Il Progresso’s Italo-American Sun- 
day Magazine, and both the Journ- 
al-American’s home comics section 
and Pictorial Review. 


# Further, Liebmann buys a 150% 
showing, 12 months a year, in a 
major market (it’s had metropoli- 
tan area showing for 132 unbroken 
months), and reports that 12 dif- 
ferent posters appear each year on 
about 2,000 outdoor posters in 
New York city and state, New 
Jersey and Connecticut. In addi- 
tion, Rheingold buys advertising 
on nine suburban railroad lines 
leaving New York. 

Further, the brewery uses 27 
pages a year in weeklies, a page 
each month in magazines, with all 
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SAMPLING SESSION—White Rock's fruit flavors should go over big, judging by 


expr 


of samplers and lookers-on shown here. Occasion was a press 


party in New York to introduce White Rock’s black raspberry and black cherry. 

Usual order shows Ruth Fairchild, Kenyon & Eckhardt women’s service publicity 

director; George Kay, engineering and production director, White Rock Corp.; T. 

G. Thompson, White Rock vice-president; Joseph Fulghum, account executive, 

Kenyon & Eckhardt; Charles Feld, sales promotion manager; and James C. Swan, 
advertising director of White Rock. 


monthly ads four-color, and 15 of 
the weekly insertions four-color. 
On the list: Cue, Gourmet, Prome- 
nade Group, and The New Yorker. 
The brewer buys football programs 
of Columbia, Yale, Army, Navy, 
Fordham, New York University, 
Pennsylvania and Princeton, 
among others, during the pigskin 
season. 


w It does an intensive display job: 
six complete window display cam- 
paigns appear each year, with 5,- 
500 outlets for each campaign; in 
addition, 14 display cards are dis- 
tributed every three weeks 
through 25,000 Rheingold outlets 
in the marketing area. 

Seven radio stations are on Lieb- 
mann’s list for the 175-spot drive, 
and during the contest the brewer 
will use 65 five-minute TV spots, 
mostly interviews with the six 
candidates. 

Foote, Cone & Belding is Lieb- 
mann’s agency. 


Heatter Signs Special Show 


Gabriel Heatter, Mutual news 
commentator, has been signed by 
Rhodes Pharmacal Co., maker of 
Imdrin, for a special Sunday news 
program which will be aired on 
MBS, 9:30 p.m., EDT, starting 
Aug. 20. This is in addition to his 
regular Tuesday night broadcast, 
which also is sponsored by Imdrin. 


Conahay Appoints Doyle 
Geoffrey O. Doyle, formerly 

with Cecil & Presbrey, has been 

appointed an account executive of 

— Conahay & Associates, New 
ork. 


Herbert Hosiery to LaCerda 

Herbert Hosiery Co., Norristown, 
Pa., has appointed John LaCerda 
Agency, Philadelphia, to handle 
= advertising and public rela- 
ions. 


Comics Publishers 
To Support School 
Betterment Effort 


New York, Aug. 4—Six mem- 
bers of the Association of Comics 
Magazine Publishers have sched- 
uled full page ads for January 
publication supporting objectives 
of the National Citizens Commis- 
sion for the Public Schools. The 
ads, as comic strips, will empha- 
size the importance of teachers in 
the community. 

Three additional publishers have 
agreed to take part in the schedule, 
but have not set insertion dates. 

The strips, explaining the role of 
teachers in the community, will 
be the second in a series by the 
association, Last March the first 
ads were scheduled and are cur- 
rently appearing in August comic 
books. 


Nash to Sponsor TV Show 


Nash Motors Division, Detroit, 
will sponsor its first TV show, 
“Nash Airflyte Theater,” over 
CBS-TV’s 60 station network on 
Thursdays, 10:30-11 p.m., begin- 
ning Sept. 21. Stage and screen 
stars will appear on the program 
which will offer comedies, mys- 
teries and musicals. Geyer, Newell 
& Ganger, Detroit, is the agency. 
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FCC Agrees to Let 
WCAR Move Main 
Studio to Detroit 


WaAsHINGTON, Aug. 2—The Fed- 
eral Communications Commission 
agreed today to let WCAR, day- 
time station in Pontiac, Mich., 
move its main studio to Detroit, 
and operate on a fulltime schedule. 

Though Chairman Wayne Coy 
and Commissioner Paul Walker 
disagreed, the majority said 
WCAR’s fulltime operation, with 
50,000 watts daytime and 10,000 
watts nighttime, would mean add- 
ed radio service for the entire 
Detroit area, which includes Pon- 
tiac. 

The dissenting group pointed out 
that Detroit already has five sta- 
tions, and that the shift of WCAR 
would deprive Pontiac of its only 
outlet. 


Air Force Launches 
Video Spot Drive 
to Get Volunteers 


WasHINGTON, Aug. 2—The Air 
Force this weekend breaks a 
month-long spot campaign on 93 
TV stations in an effort to induce 
reservists to volunteer for duty. 

The TV drive is in addition to 
spots on 572 radio stations, and 
1,000-line insertions in 176 news- 
papers, under way since late last 
month (AA, July 31). 

The TV spots, scheduled through 
Aug. 31, will reach reservists in 
54 cities. Radio spots are heard in 
316 cities through Aug. 13, and are 
then tapered down to 221 stations 
in 69 cities. 


HAYWARD M. ANDERSON 

New York, Aug. 3—Hayward M. 
Anderson, 53, vice-president and 
secretary of the Kudner Agency, 
died yesterday at Lawrence hos- 
pital, Bronxville, N. Y. Before 
joining Kudner in 1935 he was a 
copywriter for several agencies, 
including Lennen & Mitchell, Lord 
& Thomas, J. Stirling Getchel, and 
Benton & Bowles. In 1943 he be- 
came a vice-president and assist- 
ant copy chief of Arthur Kudner 
Inc., and two years later, when the 
agency was reorganized as the 
Kudner Agency, Mr. Anderson 
continued as a vice-president and 
became secretary of the company 
and copy chief. 


MARTIN L. STRAUSS III 


Vapor, Que., Aug. 3—Martin L. 
Strauss III, 26, sales promotion 
manager of Eversharp Inc., New 
York, was drowned in Lake Dozois, 
near here, yesterday, while on a 
fishing trip. He was the son of 
Martin L. Strauss, II, board chair- 
man of Bymart Inc., New York, 
and former board chairman of 
Eversharp. A Pacific war veteran, 
the younger Strauss joined Ever- 
sharp after leaving the Army, and 
became sales promotion manager 
about a year ago. 


M. L. GAFFNEY 

New York, Aug. 2—Maurice 
Leonard Gaffney, 46, director of 
sales presentations for American 
Broadcasting Co., died suddenly 
July 28 of a heart attack. In Aug- 
ust, 1946, he joined ABC as a 
writer in the network’s sales pre- 
sentation department, following 
seven years with Columbia Broad- 
casting System, three of which 
were with the CBS sales presenta- 
tion department. Previously, he 
had been director of sales promo- 
tion for the Magazine Marketing 
Service from ’41 to 44. 


MYLES STANDISH 

PLymMoutnH, N. H. Aug. 2— 
Myles Standish, 77, financial ad- 
vertising manager of the Boston 
Post since 1928, died July 30 at 
the Plymouth Hospital after a long 


illness. Born in Memphis, Tenn., 
he was ninth in descent from Capt. 
Myles Standish of the Massachu- 
setts colony. 


CAPT. A. E. LATHROP 

HEALy, ALasKa, Aug. 1—Capt. 
Austin E. Lathrop, 85, owner of 
the Fairbanks News-Miner and ra- 
dio stations KFAR, Fairbanks, and 
KENI, Anchorage, was run over 
by a car and killed at his Healy 
River coal mine July 25. Capt. 
Lathrop, a pioneer industrialist, 
was reputed to be the wealthiest 
man in Alaska. 


PAUL H. FIEBERG JR. 

Cuicaco, Aug. 1—Paul H. Fie- 
berg Jr., 36, publisher of Chicago 
Stagebill, a weekly devoted to the 
theater, died here July 22. Mr. 
Fieberg also was a partner with 
his brother, F. Robert Fieberg, ia 
the Fieberg Press. 


Butler Agency Moves 


Butler Advertising, New York, 
is moving its main office to Bay- 
side, L. I. The agency will retain 
a branch office at 2 E. 45th St., 
New York, for client contact, me- 
dia selection and traffic with Man- 
hattan suppliers. Creative and op- 
erating activities are being trans- 
ferred to 3621-215 Place, Bayside. 


‘News’ Appoints Miss Gavin 


Miss Jean Gavin has been ap- 
pointed to the advertising promo- 
tion department of the San Fran- 
cisco News. Miss Gavin was for- 
merly space buyer for MacFar- 
land, Aveyard & Co., Chicago, and 
Kelso Norman agency. 


Herring Board to Bennett 


The Herring Board of Scotland 
an association of producers an 


shippers, has appointed the Vic-| 
tor A. Bennett Co., New York, to, 


handle its advertising in the U. S. 


Frozen kippers will be shipped 


here starting in the fall. A cam- 
paign is being prepared which will 
include the use of newspaper space 
and radio time starting in Octo- 
ber. It is a new account. 


Meyers Named Sales Manager 


Berg L. Meyers has been named 
Addressograph sales manager of 
Addressograph-Multigraph Corp., 
Cleveland. He has been with the 
company since 1929, most recently 
as Chicago branch manager. 
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Emmerich to Ridder-Johns 


Robert D. Emmerich, formerly 
a salesman with the Springfield 
Newspapers, has joined the sales 
staff of the New York office of 
Ridder-Johns Inc., publishers’ rep- 
resentative. 


Joins Waterston & Fried 

Monroe Schere, formerly with 
John Shrager Inc., has been ap- 
pointed copy chief of Waterston & 
Fried, New York. 
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New Art Promotion Agency 
Opened in New York 


Jaeger & Earl, Creative Art 
Inc., a new agency devoted to 
planning and designing art pro- 
motions for merchandising, has 
been opened at 101 W. 48th St., 
New York. Ralph Jaeger, former- 
ly art director of Fuller & Smith 
& Ross, is president. Dean Earl, 
formerly sales director of Kent 
Studio, is vice-president. 

Emil de Denoto, who formerly 
operated Deecan Advertising Art, 
New York, is production manager; 
Maureen Sutherland, formerly on 
the promotion copy staff of Gen- 
eral Electric Co., Bridgeport, 
Conn., is copy contact; and Law- 
rence Terzian, previously a copy 
head with McGraw-Hill, is copy 
consultant. 


Monarch Promotes Two 


E. H. Guiterman has been named 
vice-president of promotion and S. 
L. Bauman, vice-president of sales 
of Monarch Mfg. Co., Milwaukee. 
Mr. Guiterman was formerly sales 
manager and Mr. Bauman, asso- 
ciate sales manager. 


Price Controls 
Will Not Affect 
Major Ad Media 


WasuHincTon, Aug. 3—Major ad- 
vertising media will be one of the 
few “commodities” exempt from 
price control legislation. 

They will be subject, however, 
to wage controls. 

The exemption for major media 
is written into all versions of the 
mobilization legislation, on both 
sides of the Capitol. Virtually 
identical language was contained 
in the OPA Act of 1942. 

In addition to media, the exemp- 
tion from price control is granted 
only to common carriers, insur- 
ance, professional services and mo- 
tion pictures. 


ew As inserted in the House bill 
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this afternoon by Rep. Frank Bu- 
chanan (D., Pa.), the exemption 
limits the definition of “commod- 
ity” by declaring “that nothing in 
this act shall be construed to au- 
thorize the regulation of... (3) 
the business of operating or pub- 
lishing a newspaper, periodical or 
magazine or operating a radio or 
television broadcasting station, 
motion picture or other theater 
enterprise, or outdoor advertising 
facility... (5) or materials fur- 
nished for publication by any 
press association or feature serv- 
ice or (6) books, magazines, mo- 
tion pictures, periodicals and 
newspapers, other than waste or 
scrap.” 

In asking an exemption, rep- 
resentatives of the newspaper 
groups argued that price control 
might impair freedom of the press. 


s Publishers say reduced news- 
print supplies and increased read- 
ership during wartime result in 
abnormal costs which might re- 
quire quick adjustments in adver- 
tising rates. They say newspaper 
rate structures often are so com- 
plex that a government agency 
would not be able to deal with 
the problem. 

After the issue had been raised, 
the exemption was written into 
House bills sponsored by Rep. 
Charles B. Deane (D., N.C.), and 
Vito Marcantonio (American La- 
bor, N. Y.). A bobtailed version, 
omitting motion pictures and out- 
door, was added to the bill spon- 
sored by Rep. John C. Kunkel (R., 
Pa.). It was added to the admin- 
istration bill by Rep. Buchanan. 

On the Senate side, the problem 
was called to the attention of Sen. 
Burnet Maybank (D., N. C.), 
chairman of the banking and cur- 
rency committee, and was handled 
in committee. 


WOR Sets War Policy 
on Shortage Commercials 


WOR and WOR-TV, New York, 
have adopted a policy of “no short- 
age commercials” due to the Kor- 
ean situation. The Mutual Broad- 
casting System has announced that 
commercial copy urging listeners 
or viewers to buy now against pos- 
sible war scarcities will not be ac- 
cepted. 

“Hoarders, buying in panic, help 
cause inflation,” Theodore C. 
Streibert, president of both sta- 
tions said. “Neither they nor per- 
sons who would profit by them 
should be encouraged. Advertis- 
ers who want to trade on fear of 
shortages to further their own 
ends simply won’t get a hearing 
through either WOR or WOR-TV.” 


Appoints Bernard Demares 


Films for Industry, New York, 
has appointed Bernard C. Demar- 
es, commercial photographer, as a 
member of the sales promotion 
staff. Mr. Demares will represent 
pe F company in the television 
ield. 


Congress Moves 
Slowly on New 
Control Plans 


(Continued from Page 1) 
The administration takes the 
position that these can be diverted 
from housing, autos, appliances 
and other consumer goods through 
taxes and credit controls which 
chill demand. 


s The mobilization legislation has 
been delayed, as the president 
assumed it would, by painstaking 
examination of the mechanics of 
wage and price controls. 

Though Congress is determined 
to get this authority on the books, 
members are far apart on the 
“trigger” mechanism. By tying it 
to the cost-of-living index of the 
Bureau of Labor Statistics, those 
members hoped to have a lid on 
inflation without handing the Pres- 
ident a blank check. 

If House members stick by 
the BLS index, a serious delay 
in mobilization legislation may 
result, for administration leaders 
consider the BLS formula com- 
pletely unsatisfactory. 

Behind closed doors Thursday, 
the BLS chief, Ewan Clague, told 
members of the Senate banking 
and currency committee that the 
price of industrial materials might 
“go through the roof” before the 
cost of living index moved 5%. 


@ Since the index is based on such 
factors as rent, transportation and 
utility costs, it probably would not 
move at a rate of more than 1% 
a month, Mr. Clague said. He esti- 
mated that the consumer index 
probably would not rise 5% even 
if groceries went up 10%. 

Here’s a round-up of mobiliza- 
tion prospects: 

Consumer goods: Home con- 
structions will slow down under 
tightened mortgage requirements. 
Starts in the last half of 1950 may 
amount to only half the 687,000 in 
the first six months of 1950—an 
all-time high. 

TV production at the current 
rate is likely well into fall, with 
moderate cutbacks thereafter. Au- 
tos and appliances generally are 
likely to decline 20-40% as the 
military program gets into action. 

Buying power: It’s going to 
shrink. Federal Reserve will put 
back Regulation W as soon as credit 
controls clear Congress. Return of 
1945 personal income tax rates will 
pinch the middle income group. 


a Taxes: In the adoption of higher 
individual taxes, the Senate fin- 
ance committee has begun work 
on new rates. This will mean high- 
er taxes for the 41,000 large cor- 
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porations, which account for 88% 
of taxable corporate net income 
Excise taxes will stay on, and a 
10% tax will be applied to TV sets 
and home freezers. 

The senate committee hopes to 
duck the excess profits tax untij 
next year, but faces a floor fight 

Manpower: The services are 
more than doubling their strength, 
Healthy young men from 25 down 
to 19 will be called. Legislation 
may be passed to extend draft to 
older groups. The navy is calling 
back reservists in specialized fields 

The Marines are taking organ- 
ized reserves into active duty. The 
Army has called four Nationaj 
Guard divisions and several other 
units, although the Army says if 
is not yet calling reserve officers, 

The Air Force is asking reser. 
vists to volunteer. It may have to 
decide to call reservists who have 
“critical” skills. Active and in- 
active reservists appear to be get- 
ting identical treatment. 


Schachte Succeeds Drisler 
on ANA Magazine Committee 
Henry Schachte, national adver- 
tising manager of the Borden Co, 
has been appointed chairman of 
the Assn. of National Advertisers’ 
magazines steering committee. He 
succeeds William Drisler of Can- 
non Mills. Mr. Schachte has been 
a member of the association’s radio 
and television steering committee, 
In «addition to Mr. Schachte, 
other members of the ANA maga- 
zine steering committee are A. §, 
Dempewolff, Celanese Corp. of 
America; B. R. Donaldson, Ford 
Motor Co.; George T. Duram, 
Lever Bros. Co.; L. E. Meyer, In- 
ternational Cellucotton Products 
Co.; George E. Mosley, Seagram 
Distillers Corp.; W. B. Potter, East- 
man Kodak Co.; and Wilmot P. 
Rogers, California Packing Corp. 


Wine Corp. to Sponsor 
‘Can You Top This’ 

Wine Corp. of America, Chicago, 
will back “Can You Top This’ 
over the television network of 
American Broadcasting Co. start- 
ing Oct. 3. The show will be tele- 
cast every Tuesday, from 9:30-10 
p.m., EST, over 18 ABC connect- 
ed stations and five independents. 

Weiss & Geller, Chicago, is han- 
dling details of the television pro- 
gram for Wine Corp. of America 


Zeisel Joins Tea Bureau 

‘Dr. Hans Zeisel, formerly asso- 
ciate director of research with Mc- 
Cann-Erickson, New York, has 
been appointed director of re 
search of the Tea Bureau. He suc- 
ceeds Einar Anderson, who re 
signed recently to become director 
of research for Thomas J. Lipton 
Inc., Hoboken, N. J. 
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Guild May Ask More 
Than 10% Increase 
of ‘World-Tely’ 


New YorK, Aug. 4—There still 
was no end in sight for the New 
york World-Telegram & Sun 
strike, now 53 days old. During the 
week, the guild unit made an offer 
to settle the controversial issues of 
the union shop and job security on 
the basis of the existing Herald 
Tribune contract, but later with- 
drew the offer. 

Further, the strikers said that 
rising prices will affect their wage 
demands, presumably the asking 
price to management is about to 
be raised. 

The guild has been asking a 
10% wage increase, and in a tele- 
gram to Ezra K. Bryan, counsel for 
Scripps-Howard Newspapers, said: 
“It must be obvious to you that if 
the strike and the rise in living 
costs continue, the Guild’s position 
must be subject to even further 
revision.” 

Management has refused to 
accept Herald Tribune job and 
union security clauses, but has 
offered the same sections of the 
New York Times contract. 


Illinois Consumer 
Analysis Data for 
1950 Shown Admen 


New York, Aug. 1—Highlights 
of the 5th annual Illinois Consum- 
er Analysis, prepared by the IIli- 
nois Daily Newspaper Markets 
Inc., were presented at a luncheon 
here today by Paul L. Gorham, 
general manager of the organiza- 
tion. 

The latest in the series of annual 
consumer brand preference studies 
is printed in seven volumes. Each 
volume gives detailed information 
for 37 markets outside Chicago. 

“One of the most significant 
factors of this survey,” Mr. Gor- 
ham said, “has been to show clear- 
ly the lack of anything resembling 
a uniform sales pattern within a 
state area or even in neighboring 
city markets on individual brands.” 

He said that by using informa- 
tion in the studies, manufacturers 
and their agencies would be en- 
abled to study each market in re- 
lation to the consumer preference 
existing there and plan advertising 
and sales activities in relation to 
apparent need. 


CCA Adds Three Publications 


Three additional member pub- 
lications were added to the rolls 
of the Controlled Circulation Audit 
during July. They are: Butane- 
Propane News, California Bever- 
age Journal, and Hardware & 
Housewares. This brings the cur- 
rent total of CCA publications to 
anew high of 283, according to 
Adin L. Davis, managing director. 
In adition, Mr. Davis, said, CCA 
has applications of 19 more pub- 
lications that will become mem- 
bers when their initial audits are 
approved. 


Robertson Heads Oneida 


Miles E. Robertson, general 
Manager, has been elected presi- 
dent of Oneida Ltd., Oneida, N. 

» maker of silver tableware. Mr. 
Robertson, who takes office on 
Aug. 18, succeeds Pierrepont B. 
Noyes, who resigned after holding 
the presidency for 40 years. Mr. 
Noyes, who will be 80 on Aug. 18, 
will continue as a member of the 
board and as a member of the ex- 
ecutive committee. He also was 
8iven the title of honorary presi- 
dent. Mr. Robertson also will con- 
tinue as general manager. 


Tracy, Kent Names Budd 


Hudson Budd, formerly presi- 
dent of Budd Ltd. New York, 
haberdasher, has resigned as a 

tor of the company and sev- 
fred all connections with it to be- 
Come an account executive and 
Merchandising director of Tracy, 
Kent & Co., New York. 


Visking Films Study 
of Sausage Sales as 
Merchandising Aid 


Cuicaco, Aug. 3—In an effort to 
aid sausage manufacturers, pack- 
ers and retailers to widen their 
markets and increase sales, Visk- 
ing Corp. is showing them the re- 
sults of its survey on sausage buy- 
ing via a sound-slide film. 

Reporting the findings of a na- 
tionwide poll of manufacturers, 
independent and chain store retail- 
ers and consumers, the survey 
demonstrates how specialized pro- 
motion can increase sausage prof- 
its. The manufacturers’ poll points 
out that sausage is a high profit 
product, despite neglected promo- 
tion, and that it is no longer strictly 
seasonal. 

The survey of independent and 
chain stores reveals that retailers 
feel that 12 to 20 types of sausage 
items are needed to provide suf- 
ficient variety. Wieners, bologna, 
meat loaf and cooked ham were 
named the most popular items in 
that order. 


= Good counter display was the 
favorite sales method, followed 
by taste-it displays and local ad- 
vertising. Price cards were picked 
by 55% of the dealers as the most 
effective store material, and 80% 
felt that sauage should be given 
special promotion. 

In analyzing their sales, the 
dealers attributed 53% to impulse 
buying. Improved packaging was 
the No. 1 suggestion to increase 
sales, and 60% of the retailers 
were in favor of prepackaging be- 
cause of its ease in handling and 
sales increase. 

A difference of opinion was 
found in the consumer survey 
which was taken by Pilot Surveys 
Inc., Chicago. According to this 
section of the poll, 56% of the 
women who have bought prepack- 
aged cold cuts object to them on 
the ground that they are not fresh 
or sliced to the right thickness. 
The report adds that 52% of the 
women interviewed had never 
seen prepackaged items, and that 
they might need education on the 
freshness and quality of prepack- 
aged cold cuts. 


ws The women also disagreed with 
the impulse buying figures, claim- 
ing that 87% of their sausage pur- 
chases were planned; while the 
dealers said that 53% was bought 
on impulse. However, the women 
said that the brand selection was 
made in the store. 

Consumers agreed that the most 
effective sales method was good 
counter display, and 82% said that 
they were more interested in qual- 
ity than price. Independent stores 
accounted for 47% of the pur- 
chases, chain stores 38%, and 
butcher shops and others 15%. 

In making the survey, Visking 
Corp., which manufactures pre- 
packaging materials and casings 
for skinless weiners, interviewed 
69 national and independent sau- 
sage producers in 22 cities. The poll 
of dealers covered 600 independ- 
ents and 26 national chains oper- 
ating 7,411 retail stores. 

The consumer interviews by 
Pilot Surveys Inc. were divided 
according to geographic section, 
race, income group, urban or rural 
residence and age. 


HENRY B. BURGOYNE 

St. CATHARINES, OntT., Aug. 3— 
Henry Bartlett Burgoyne, 65, presi- 
dent and managing director of the 
St. Catharines Standard and man- 
aging director of Station CKTB, 
died today at his summer home 
near Bobcaygeon Bay. Born here, 
he joined the standard, founded by 
his father, and worked in all de- 
partments of the paper. In 1906, he 
became a partner in the business, 
and in 1921 succeeded his father as 
publisher and managing director. 


Last Minute News Flashes 
Ryerson Runs Anti-Hoarding Ad 


Cuicaco, Aug. 4—Jos. T. Ryerson & Son Inc., Inland Steel sub- 
sidiary, next week wil run a full page in Business Week and a long 
line of industrial publications urging steel buyers to buy for imme- 
diate use only. Copy says that steel warehousing service was recog- 
nized as important in World War II, and that this function is impaired 
when buyers try to build a host of individual stock-piles. The ad was 
placed by Keith S. Evans, advertising and sales promotion manager, 
through Aubrey, Moore and Wallace. 


Snap-On Tools Names Cramer-Krasselt 

KENOSHA, Wis., Aug. 4—Snap-On Tools Corp. has appointed the 
Cramer-Krasselt Co., Milwaukee, to handle all advertising effective 
Sept. 1. The account formerly was handled by Scott Inc., Milwaukee. 


Peter Paul Schedules ‘Biggest’ Drive for Candy Bars 


NAUGATUCK, CoNnn., Aug. 4—Peter Paul Inc. is readying “the greatest 
advertising campaign in candy history” for Mounds and Almond Joy, 
beginning next month. The schedule includes four-color spreads in 
Life and Look, 4-color ads in 91 Sunday comics, a new TV comedy 
show starring Hank McCune (NBC, starting in September), radio 
newscasts and radio spots, all through Maxon Inc. 


Bymart Plans Test for New Hair Coloring 

New Yor«, Aug. 4—Bymart Inc. is planning to test a new home 
hair coloring process in eastern markets this fall. No agency has been 
named, but advertising is being planned. Martin L. Strauss II, former 
board chairman of Eversharp Inc., is Bymart chairman. 


Chrysler Takes Groucho Marx Show for DeSoto 


New York, Aug. 4—Chrysler Corp. will put promotion for DeSoto 
on television for the first time Oct. 5, when it assumes sponsorship 
of “You Bet Your Life,” the Groucho Marx show over American 
Broadcasting Co.’s TV network. The program will be telecast every 
Thursday at 8 p.m., EST. Batten, Barton, Durstine & Osborn handles 
the account. 


P&G Promotes Special Offer for Shasta Shampoo 


CINCINNATI, Aug. 4—Procter & Gamble Co. has launched a special 
offer for Shasta cream shampoo in nine national magazines, news- 
papers in midwestern markets, and on network and spot radio sched- 
ules. P&G will give a 49¢ jar of the shampoo free with every purchase 
of the 79¢ size. Dancer-Fitzgerald-Sample, New York, handles the ac- 
count. 


Norge Relinquishes Fall TV to Nestle 


Cuicaco, Aug. 4—The Norge Division of Borg-Warner Corp., De- 
troit, has dropped the 10:30-11 pm. Sunday time on NBC-TV it 
bought recently. The program was set to start next month, but no 
show had been selected. The vacant time has been picked up by the 
Nestle Co., New York, for its Nescafe. Norge officials here said they 
dropped the time because they couldn’t get TV coverage in all cities 
where they wanted it. They also indicated, however, that the Korean 
situation is partly responsible, and no further TV plans are being 
considered at present. 


War Scare Reverses Radio Listening Trend 


Cuicaco, Aug. 4—Due primarily to the Korean rumpus, A. C. Nielsen 
Co. today advised network presidents by wire, radio listening for the 
week ended July 8 shows a sharp reversal from recent trends. Usage 
for the entire day during this period was higher than the correspond- 
ing period last year, in contrast with losses earlier this year of 5 
to 10%. Night listening was on a par with the year-ago level, while 
earlier it had been off 10 to 15%. Morning and afternoon listening, 
which had been slightly below 1949, was up about 5% on the latest 
report. As expected, news programs showed outstanding increases. 


BBDO Gets Vick TV Account; Other Late News 


e Vick Chemical Co., New York, has appointed Batten, Barton, Dur- 
stine & Osborn to handle television advertising. A spokesman for the 
company said that Vick TV promotion would probably be built 
around spots. Morse International handles all other Vick advertising. 


e Jack Baihle, formerly assistant to the advertising director, has been 
named sales promotion manager of American Home, New York. He 
succeeds James Darling, recently named Chicago manager for the 
magazine. 


e Seven new electric clock models added to the Telechron line will be 
advertised in full and half-page insertions in Better Homes & Gardens, 
Country Gentleman, Life, Look and The Saturday Evening Post in the 
weeks beginning Aug. 20 and ending Dec. 9. The entire Telechron line 
will get a pre-Christmas push via full-page, four-color ads in late 
November or early December issues of Look and The Saturday Eve- 
ning Post, The agency is N. W. Ayer & Son. Telechron also announced 
the appointment of Edwin C. Pease, who formerly directed advertising 
at James Lees & Sons Co., Bridgeport, Conn., as advertising manager. 


e The annual meeting of the Assn. of National Advertisers will be 
held at the Drake Hotel, Chicago, Sept. 24-27. Wesley I. Nunn, adver- 
tising manager of Standard Oil Co. (Indiana), is chairman of the 
program committee. 


e Eleanor Dunn, formerly with Worthman, Wilcox & Co., has been 
elected vice-president of Lindsay Advertising Agency, New York and 
New Haven. She will make her headquarters at the agency’s New 
York office. 


e Wilson Sporting Goods Co. and General Mills will be co-sponsors 
of the 17th annual college All-Star football game (broadcast and 
telecast) in Soldier Field, Chicago, on Aug. 11. The game will be 
broadcast over the Mutual network, and telecast over the DuMont 
Television Network. This is the first year that the event will have 
been telecast over a national hook-up. 


e In an effort to realize its goal of a $6,000,000 annual ad budget, 
American Dairy Assn. has scheduled producer rallies across the coun- 
try, beginning in September. The 1950-51 promotion budget is $1,774,- 
480, of which $1,274,480 will be spent on advertising. The association 
currently is engaged in a drive to persuade producer groups to in- 
crease the levy on butterfat (AA, April 3). 
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GE’s Baker Explains 
Principles of New 
Color Video System 


Syracuse, Aug. 4—General Elec- 
tric, which last week wrote the 
Federal Communications Commis- 
sion regarding the development of 
its new “frequency interlace” sys- 
tem of color television (AA, July 
31), today described the principles 
on which the method is based. 

According to Dr. W. R. G. Baker, 
vice-president of GE, the system 
makes possible the simultaneous 
transmission of three color signals 
(green, red and blue) in currently 
unused portions of the present TV 
channels. 

He compared a TV channel to a 
one-way highway with three lanes, 
separated by strips of land pres- 
ently unused. The GE frequency 
interlace system, he said, would 
permit transmission of additional 
picture information along the un- 
used strips between the three 
lanes. 


@ As explained by Robert B. 
Dome, consultant to the GE re- 
ceiver division who devised the 
new system, b&w picture informa- 
tion would be transmitted at or 
near the “harmonics of the line 
neue frequency” in each chan- 
nel. 

The remaining colors would 
be transmitted in the spaces be- 
tween these harmonics. 

When the color images reach 
a color video receiver much of the 
information would be separated 
by filter circuits, but expensive 
wave filters would be unnecessary, 
said Mr. Dome, since the human 
eye itself will do the remainder of 
the filtering. 

Dr. Baker indicated that the sys- 
tem is expected to be free of “color 
fringing,” similar to off-register 
color printing, but tests have not 
yet been made and cannot be made 
for three or four months. 

Primary advantage of the new 
system, he added, is the fact that 
the GE method is “inherently com- 
patible” with present b&w tele- 
vision. 


Admen to Get Role 


in Mobilization 


WASHINGTON, Aug. 4—Admen 
will have a role in the economic 
mobilization program, but their 
assignment cannot be worked out 
until Congress completes work on 
industrial price and wage controls. 

Charles Jackson of the White 
House staff has held a number of 
informal discussions with repre- 
sentatives of the Advertising 
Council during the past few days. 

One of the primary problems 
submitted to Admen for atten- 
tion and action undoubtedly will 
be the growth of scare buying. 


‘Household’ July Volume 
Figures Given Incorrecily 


Through a typographical error, 
Household advertising volume for 
July 1950 was shown as 13.76 pages 
in AA July 24, whereas the actual 
figure was 31.76. Linage of 13,623, 
as against 10,755 for the corres- 
ponding month last year, was cor- 
rectly shown. 

Household’s seven-month total 
for 1950 is 139,793 lines or 325.9 
pages, as compared with 126,960 
lines or 296 pages, for the corres- 
ponding period of last year. 


Ronson Adds New Models 


Ronson Art Metal Works Inc., 
Newark, will introduce four new 
models to the Ronson Penciliter 
series in a color page in The Amer- 
ican Weekly on Oct. 8. Three of 
the models will retail at $7.95 and 
the fourth at $8.95. Ronson also 
will make use of TV spot in 25 
markets and special commercials 
on “20 Questions.” Grey Advertis- 
ing Agency, New York, handles 
the account. 
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Z . h F $642,482; Liggett & Myers, which f h fi : : 
saving services that merit invested $566,635; Radio Corp. of of the finest perfume 
your consideration. America ($525,284) and General ‘ 
XN \ tigate today! Motors ($511,044). 
inves ay Among the individual compan- d . d ss 
ies that showed substantial in- : an cosmetic a vertising } 
creases for the first six months of 
this year, as compared with the BE AU | ¥ F SH 
y same period last year, were Gen- 
ENGRAVING & ELECTROTYPE CO. eral Foods, up about $1,350,000; Al 
<b : , a ik so publishers of DRUG AND.CO 
812\W, VAN BUREN ST. CHICAGO 7 ILL American Tobacco, up approxi- — e ol DUG mils 
mately $1,450,000; Ford Motor, 
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Advertising Age, August 7, 1950 


Network Meeting Off, ANA Mails 
Them Report and Makes It Public 


Advertisers Follow 
Up Attack on Night 
Time Rates; Nets Mum 


New York, Aug. 3—The four 
major networks, having received 
mailed copies of a report on “Ra- 
dio Time Values” from the Asso- 
ciation of National Advertisers 
earlier this week, were not con- 
templating further discussion of 
the evening radio rate issue as 
AA went to press. 

The decision of the ANA to mail 
its report followed postponement 
of a meeting called by the national 
advertisers to present their views 
to the networks. Arrangements for 
the meeting met legal barriers, and 
networks imposed a boycott (AA, 
July 24 and 31). 

After the ANA was caught flat- 
footed by the nets’ refusal to at- 
tend, copies of the report were sent 
to representatives of the American 
Broadcasting Co., Columbia Broad- 
casting System, Mutual Broadcast- 
ing System, and National Broad- 
casting Co. on July 31. 


s ANA’s study, orginally planned 
as a basis for discussion in propos- 
ing rate adjustments, was compiled 
by its radio and television steering 
committee. 

Commenting on “Radio Time 
Values,” Paul B. West, ANA presi- 
dent said: 

“It is important, we _ believe, 
that broadcasters have the benefit 
of the ANA radio and television 
steering committee’s independent 
research on the subject of current 
trends in radio and the conclusions 
reached by ANA radio users upon 
this research.” ; 

Explaining the objectives of the 
report, Mr. West continued: 


a “There is not, and never was, 
any intention on ANA’s part to 
tell the networks what they should 
charge for their products. That is 
the prerogative of the medium, and 
is respected by the ANA, just as 
its members individually reserve 
the right to determine the prices at 
which they sell their products. 
“The object of presenting this 
report to broadcasters is to make 
available to them for such benefit 
as it may contain in helping them 
reach their individual and competi- 
tive business decisions more intel- 
ligently, the collective views of 
ANA radio users—to the end that 
this important advertising medium 
can continue to develop on a 
healthy, profitable basis as one of 
the most effective means of com- 
munication to the public. 


. “We feel that a very real and 
timely opportunity has been miss- 


ed—we hope only temporarily— 
through the decision prompted by 
the networks’ legal counsels, that 
a meeting with the ANA radio and 
television steering committee was 
inadvisable. We believe, and in 
past experience, have proved, that 
there is great virtue in the old- 
fashioned way of talking to one 
another face-to-face across a ta- 
ble. More often than not, it is the 
spirit in addition to the substance 
of the interchange of views that 
is the all-important factor which 
no words in cold type can convey. 
The broadcasting business and that 
of the advertisers, to the extent 
that mutual problems exist, can 
both suffer measureably, we be- 
lieve, in the absence of such op- 
portunities for joint personal dis- 
cussion.” 

Mr. West pointed out that the 
counsel for ANA, I. W. Digges, 
gave the meetings full legal clear- 
ance. 


s The ANA report puts the blame 
for declining radio time values on 
the inroads of television and nar- 
rows the present problem to eve- 
ning radio. ANA states that the 
overall issue stems from a series 
of local problems, and that evening 
radio listening must expect con- 
tinued losses with the increase in 
television homes. 

The mailing piece compares the 
average rating of all sponsored 
nighttime programs which were 
occupying the same time spot a 
year ago on each of two networks 
with ratings for a previous year. 
It associates rating decreases with 
a decline, in the same period, of 
total homes using radio, and states 
that the decline reflects a rise 
in the cost per home listening. 


a The ANA describes the increase 
of television families as the “elim- 
ination” of radio families for 
nighttime radio. It concludes the 
comparison of radio and TV fam- 
ilies with the statement that “each 
new television installation signi- 
fies the virtual elimination of one 
more home from the total of ac- 
tual or potential radio listening 
during prime evening broadcast 
hours.” 

Also covered are local situations, 
including the comparison of radio 
program ratings and radio’s share 
of the total broadcast audience in 
various cities in which television 
has gained a foothold. 

The analytical portion concludes 
by discarding program ratings or 
sets-in-use as a basis for mem- 
bers’ calculations of trends in 
nighttime radio values. This 
warning was given on the basis 
of the assumptions involved in 
judging trends in that part of a 


station’s area outside the telvision 
reception zone. 


= The ANA suggests a formula 
for advertisers based on the sub- 
traction of the number of televi- 
sion homes in each city’s 40-mile 
area from the total number of ra- 
dio homes covered by a station, 
and gives examples of the use of 
this method for individual stations 
in television cities and as a com- 
posite for networks as a whole. 

In a concluding comment on 
the report, Mr. West said: 

“This does not imply that radio 
is not still—and will not continue 
to be—a very effective advertising 
medium and a good buy for many 
advertisers. What is manifest is 
the fact that the old pattern is 
changing measureably, and it is 
time advertisers and broadcasters 
made a critical and constructive 
examination of the changes that 
have occured and are indicated for 
the future, by individual markets 
rather than by general averages.” 


To Launch Ming Tea Drive 


Stephen Leeman Products Co., 
New City, N. Y., importer, packer 
and distributor of Ming Treasure 
teas, will launch its largest ad 
campaign this fall for Ming teas 
with the theme “Teas are as dif- 
ferent as wines.” Copy will appear 
in Cue, Fortune, Gourmet, House 
Beautiful, House & Garden, The 
New Yorker and Town & Country. 
Newspapers also will be used. The 
promotion will coincide with the 
opening of Mingfair House, pro- 
motional headquarters for Ming 
teas in Manhattan. Ben Sackheim 
Inc., New York, is the agency. 


NAB Names TV Committee 


Robert D. Swezey, WDSU-TV, 
New Orleans, has been named 
chairman of the television com- 
mittee of the National Assn. of 
Broadcasters. Other members of 
the 1950-51 committee, are: Roger 
W. Clipp, WFIL-TV, Philadelphia; 
Ted Cott, WNBT, New York; 
George J. Higgins, WISH, Indian- 
apolis; Clair R. McCollough, 
WGAL-TV, Lancaster, Pa.; Victor 
A. Sholis, WHAS-TV, Louisville, 
and Eugene S. Thomas, WOR-TV, 
New York. 


Army Sponsors Show for ROTC 


The Department of the Army’s 
Organized Reserve Corps will 
sponsor the “Mindy Carson Sings” 
program on NBC to obtain volun- 
teers for its Reserve Officer’s 
Training Corps. The show, start- 
ing Aug. 17, will be heard Tues- 
days, Thursdays and Saturdays at 
11:15 p. m., EDT, except on WNBC, 
when it will be aired Mondays, 
Wednesdays and Fridays, 7:45 
p.m., EDT. 


Witter Agency Appoints 2 


John K. Butler, formerly art 
director of Gardner Advertising 
Co., New York, has joined Ted 
Witter Advertising Agency, Can- 
ton, O., in the same capacity. Harry 
Kendall, formerly with Fuller & 
Smith & Ross, has been added to 
the copy department. 


Plans Publication on Hats 


Men’s Hats Inc., New York and 
Baltimore manufacturer of men’s 
headwear, plans to issue “Tip-Off”, 
a monthly magazine containing 
news of the trade and merchan- 
dising information for hat retail- 
ers. Initial issue is expected to be 
distributed in September. Nancy 
Thomas, public relations director 
of the company, is editor. 


Wyler Names Weiss & Geller 
Wyler & Co., Chicago, manufac- 
turer of ready soup mixes and de- 
hydrated celery, mint, pepper and 
mixed vegetable flakes, has placed 
its advertising with Weiss & Geller, 
Chicago. Extended newspaper and 
radio campaigns are scheduled. 


Enders Appoints Sarazan 

Bert M. Sarazan has been ap- 
pointed vice-president of Robert 
J. Enders Advertising, Washing- 
ton, to supervise publicity and 
sales promotion programs. 


WBBM Promotes Danielson 

Don Danielson, who has been 
with WBBM, Chicago, for over 
four years, has been named assist- 
ant public relations director. 
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Newport to Erwin, Wasey 
Newport Soap Co., Oakland, 
Cal., affiliate of Safeway Stores 
Inc., has named Erwin, Wasey & 
Co., Los Angeles, to handle ad- 
vertising and promotion for a new 
product to be introduced soon. 


Appoints Kaufman-Strouse 
Kaufman-Strouse Advertising, 
Baltimore, has been retained by 
Duncan Harwood & Co. Van- 
couver, B. C., to direct all the ad- 
vertising of Harwood’s Canadian 
blended whisky in the U. S. 


Has 15,458 TV Sets 

WFMY-TV, Greensboro, N. C., 
reports the estimated number of 
TV sets for WFMY-TYV to be 15,- 
458 as of Aug. 1. The estimate is 
based on figures received from dis- 
tributors. 


AARST WARE | 


Tie AMERICAN LABEL CO. 


telecast in Memphis over WMCT. 


eroP/ 


.--and consider what television 
has done and is doing in the 
Memphis market area. 


30,000 television 
homes, ready to be 
told and sold by you. 


- to the line-up of big 
name stars now being 


For availabilities, see your nearest Branham representative. 
OTHER OUTSTANDING PROGRAMS 


Fred Waring 
Break the Bank 
Arthur Godfrey 
Roberta Quinlan 
Hopalong Cassidy 
Toast of the Town 


Television Theatre 
Cavalcade of Sports 
Show of Shows 
Voice of Firestone 
This Is Show Business 
Sports Features 


(These are but a few of the many network and 
local shows carried by WMCT.) 


Owned and operated by 
CHANNEL 4 
AFFILIATED WITH NBC 


Also affiliated with CBS, ABC and DUMONT 


YR Leesa =«National Representatives 


The Branham Company 
the Commercial Appeal 
* MEMPHIS 
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As a man, you may say your dream girl isn’t 
on this page. 


But as an advertiser, you'll spot her immediately. 
She’s the lady in the upper right corner. 


What makes her the advertiser's dream girl? 


She’s young—iot quite 23. She’s at an age where she 
has no set buying patterns, no fixed brand habits. 


And she’s in her early married years, with hundreds 
of things to buy for her new home, her new family. 


i All advertisers dream of reaching the young married 
. market. And the heart of this market can be reached 
through one magazine — Modern Romances. 


Of the more than 3 million women who read Modern 
Romances, 77% are married. Their median age is 23, 
and % of Modern Romances families have one or 
more children living at home. 


Every day brings new proof of the importance of m od ern 


the young married-woman market. And Modern 


Romances plumps advertisers right in the youngest ro m GC n ces 


married market of all! 


America’s Youngest Married 
Woman Audience 


A DELL PUBLICATION, 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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